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OAKLAND—Gateway to the National Convention 


Oakland, California, the gateway to San Francisco and the National Conven- 
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Birmingham’s Credit School 


The photograph at the right shows 
the Credit Class sponsored by the 
Associated Retail Credit Managers 
of Birmingham, Ala. By way of ex- 
planation, Mr. Edward L. Murphy, 
Vice-President of People’s Finance & 
Thrift Co., and Chairman of Birming- 
ham’s Educational Committee, wrote: 

This picture was taken the night of the 
“Information, Please’? Quiz. ‘The members 
of the class submitted questions on credit 
problems, in groups of three. These, in turn, 
were submitted to a group of “experts’’— 
credit men representing different lines of trade. 





Wichita Falls’ Credit School 


One hundred and fifteen employes of credit 
granting stores in Wichita Falls, Texas, are at 
tending the credit school sponsored by the Wichita 
alls Credit Grantors Association. Classes are held 
each Monday night and problems related to credit 
are discussed by outstanding speakers. After each 
lecture a session of questions and answers on credit 
problems is held. T. E. Durrett, President, has 
charge of the school (see photograph below). 


Three More Credit-Educational Classes 






Whenever a question was missed by the “experts,” the 
person asking it received 25c. Since the School paid out 
only $1.75, the experts acquitted themselves most cred- 
itably. Many illuminating questions were asked and an 
swered and it is still debatable as to who benefited most 
from the discussion—the class or the “experts.” This 
session marked the completion of Book I and was in the 
nature of a review of all work covered thus far. 

National President Leo M. Karpeles will be noted 
third from the left, second row, and ex-National Director 
Paul C. Vaughan is third from the right, first row. These 
two were among the five “experts.” 


Credit Class in Providence, R. I. 


Shown in the photograph at the left is the 
Credit Class of Providence, R. I. This class is 
sponsored by the Retail Credit Grantors of Rhode 
Island (the local credit association) and the Provi- 
dence Credit Bureau. 

These Classes ail use the National Course, based on the 
National’s textbook, Retail Credit Fundamentals, by Dr. 
Clyde Wm. Phelps of the University of Chattanooga. 

It’s not too early for local associations to start mak- 
ing plans for Credit Schools to begin after the summer 
vacations are over. Full information will be gladly sent 
by the National Office. 
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To the credit man 






who wants to 


VV HAT simple steps can you 


take to reduce your bad debt 
losses? How can you find out what 
slow accounts are costing you? 
How can age analysis help you cut 
credit costs? Can a community 
credit control policy improve your 
collection percentages? 


Tested ways to cut 
credit losses 


These questions are all answered 
in Household’s Credit Library for 
the Retailer. The five booklets in 
this series take up five of the most 
important problems before credit 
men today. The booklets tell how 
these problems can be solved. You 
will learn what others have done 
to reduce their credit costs sub- 
stantially and just how they did it. 

“Ten Hidden Losses in Slow 
Charge Accounts’’ shows how 
slow-pay customers cost you 
money intendifferentwaysand tells 
how to avoid this common pitfall. 

“A Controlled Credit Policy”’ 
contains forms, letters and de- 
tailed suggestions for putting into 


REDUCE COSTS 


od 
es 





effect the controlled credit policy 
which has proved successful in 
many retail businesses. 

“Age Analysis of Charge Ac- 
counts’’ shows how to age ac- 
counts and how to use the analysis 
in practical credit management. 
Few retailers realize how many 
money-saving uses can be made of 
such an analysis. 

“Controlled Installment Credit”’ 
explains in simple language the 
basic principles on which success- 
ful operation of any deferred pay- 
ment system must be founded. 

**A Community Credit Control 
Policy’’ tells what such a policy 
has accomplished in four large 
cities and how you can create a 
similar control in your community. 


Coupon brings free 
sample volume 


Household Finance has published 
these booklets to promote better 
credit methods. You may obtain 
any one booklet free. Why don’t 
you send the coupon for the 
volume which most interests you? 


See Household’s interesting exhibit “Stretching Your Dollar’’ 
at the New York World’s Fair 


HOUSEHOLD FINANCE 


CORPORATION and Subsidiaries 


“Doctor of Family Finances” 


... one of America's leading family finance organizations with 241 branches in 153 cities 
See SS SSS SS SS SSS SSS SF SS SS SSS SSS SSS See eee ee 


Household Finance Corporation 


Dept. CW-5, 919 N. Michigan Avenue, Chicago, Illinois 

I wish to receive a free sample volume from your Credit Library for the 
Retailer. (Please give name of booklet if you wish to receive a particular 
volume.) This request places me under no obligation. 












































EDITORIAL COMMENT 


By S. E. SHERMANTINE 


General Chairman, San Francisco Convention Committees 


Pack Your Bag for San Francisco 
And the National Convention! 


AST CALL! ! Now is the time for all 
good Delegates to begin thinking about 
PACKING THE Bac for SAN FRaANcIsco 

—the City where mild delightful days merge 
into cool, refreshing evenings and the snappy 
sea-breezes whisper, “Better don an extra 
wrap tonite!” So a few pointers are in order 
as to what the well-dressed (or rather com- 
fortable) delegate will wear while in San 
FRANCISCO: 


For the LADIES: A three-piece tweed suit 
or a two-piece suit with contrasting top coat 
will add to your pleasure and comfort. For 
evening, a wrap will be quite in order, and 
do not forget a pair of medium-heeled, com- 
fortable shoes for walking about BeautiFUL 
Treasure Istanp. If you overlook this 
latter item, we’ll just have to say “We told 


you so! ” 


For the MEN: A crush hat that can be 
folded away in your bag, and for evening 
wear, a light-weight overcoat. (Of course, 
our well-appointed shops for men and women 
will have in stock all these suggested extras. ) 


Now as to the NarionaL CoNnveENTION! 
What have our delegates to gain by attend- 
ing this meeting? ‘Time nor space will per- 
mit of details but suffice it to say that what- 
ever your line of business, there is a place 
for You in the General Sessions Program or 
the Group Conferences. The very problem 
confronting you Now may be so simply solved 
by the experience of your colleagues that you 
will say forever after, “Sure glad I didn’t 
miss that San FRANcisco CONVENTION!” 


General Sessions Program and Group Con- 
ference programs are alike ALL CompLETE— 
complete with subjects vital to every credit 
manager and store owner today! The time 
has passed when business—no matter of what 
size—can isolate itself from others in the 


same line and still prosper! We are all 
amenable to CHANGE and to New Mernobs. 
We Must Keep Strep Wirn THE Marcu 
oF Procress! 


San Francisco’s Convention will be a 
veritable Crepir Ciinic where the credit 
manager and business executive alike can 
bring their ailing problems for treatment. 
Your particular problem may be one that has 
been successfully overcome by another—and 
Tuis Is Your Opportunity to Listen In! 





Our Credit Structure is sounp—but—will it 
remain sound if we as credit executives are 
satisfied to let well enough alone and to 
leave the wheel of the wagon in a rut while 
the new road turns elsewhere? 


The trend of present day LecisLarion is 
just one of the dangerous curves in the road 
and we must Watcu CLoseE-y to avoid hav- 
ing our privileges as a retailer or credit or- 
ganization taken from us unawares! ! Gath- 
ered at this Nationa Convention will 
be those who are familiar with these impend- 
ing laws and their effect on our group. If 
you believe that VIGILANCE Is THE PRICE OF 
SaFrery—then Be ONE or THE DELEGATES 
ENJOYING THE PriviLece or Mutuat Dis- 
CUSSIONS AND Benerits! 


For relaxation and entertainment—just 
enough spice and fun to make you have that 
“Sorry-I1’s-Over” feeling when leaving 
San Francisco! |! As General Chairman of 
the Convention Committees, I believe the 
sequel to the 1939 Nationa, CONVENTION 
will be—“Anp Tuey Livep Happity Ever 
Arter!” [ll be seeing you in June! 


P.S. For your convenience it is very important 
to make your hotel reservations promptly— 
noting the date of arrival! See registration 
blank elsewhere in this issue. 












































al 


The CREDIT WORLD 



























































* 
oe ¢ 


eT) 
Temple Square, Salt Lake City 


Treasure Island in San Francisco Bay 











Through the Heart of the Colorado Rockies 




















Ride the RETAIL CREDIT SPECIAL 


to the great 1939 SAN FRANCISCO CONVENTION 


See the 
Golden Gate Exposition 


and 
Scenic Western Wonderlands 


Start planning now to attend the National Retail 
Credit Association Convention at San Francisco this 
summer — treating yourself to a glorious Western 
vacation en route. 


Be sure to plan to ride the RETAIL CREDIT SPECIAL 
to San Francisco — special train service, worthwhile 
stopovers, and pleasant companionship. 


OFFICIAL SPECIAL TRAIN 


via Burlington Route — Denver & Rio Grande Western — Western Pacific 


Lv. Chicago 10:30 AM Thursday, June 15 Burlington Route 
Ar. Denver 11:45 AM Friday, June 16 Burlington Route 
Lv. Denver 1:45 PM Friday, June 16 D.&R.G.W. R.R. 


Ar. Glenwood Spgs. 8:00 PM Friday, June 16 D.&R.G.W. R.R. 
Lv. Glenwood Spgs. 9:30 PM Friday, June 16 D.&R.G.W. R.R. 


Ar. Salt Lake City 7:40 AM Saturday, June 17 D.&R.G.W R.R. 
Lv. Salt Lake City 3:00 PM Saturday, June 17 Western Pacific 
Ar. San Francisco 4:30 PM Sunday, June 18 Western Pacific 


The Scenic Way Across America 
The RETAIL CREDIT SPECIAL will be an all-Pullman 
train, completely air-conditioned and carrying 
observation-lounge car and dining car. 


Its route is via mile-high Denver, through the heart 
of the Colorado Rockies and Glenwood Springs, 
Salt Lake City (with delightful stopover) and the 
Feather River Canyon. Miles of the most glorious 
scenery in America from your car window. 


CHOICE OF RETURN ROUTES 


Low-cost round trip tickets from the East and Middle 
West permit you to return direct, via the Pacific 
Northwest (Rainier, Glacier, Yellowstone), or via 


Southern California. 


Write for illustrated literature on 
the San Francisco Fair and the Scenic West 





547 W. Jackson Bivd. 505—17th St. Mills Bidg. 
CHICAGO, ILL. DENVER, COLO. SAN FRANCISCO, CAL. 
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Credit Department Operating Costs 


By CLYDE C. KORTZ* 
Credit Manager, The Higbee Company, Cleveland, Ohio 


€7--%> costs are of vital importance to a and our careful thought with respect to, the fundamentals 


business. Consequently, to lower them is a matter of credit and credit procedures, based on our practical ex- 
of constant interest and concern. To do every- periences, on study, on analysis, and on the exchange of 

thing that we beneficially can in the interest of economy thoughts and ideas. 
is, of course, our charge and our desire. Operating costs The third, control, keeps our work running smoothly, 
can be measured in two ways; one, by the enhancement of correctly, and in an up-to-date position. Through con- 
the business that results therefrom; and the other, by com- trol, we keep ourselves informed as to where we are go- 
parison with similar cost experiences of other stores. ing, both in a general way and also with respect to any 

These comments do not have to do with the first of particular part, or parts, of the operation program. 
these two measurements as the economic desirability and Credit Department operating cost is a relative thing 
soundness of credit sales procedure are satisfactorily estab- due to the fact that very few, if any, stores are perfectly 
lished. This mode of exchanging values has been used for comparable. There is variance among them in certain 
over 4,000 years, and perhaps ever since the very begin- basic things, some of which have just been mentioned in 
ning of the association of mankind. Its use today is very connection with our working premise. Through the cen- 
extensive both with respect to volume in dollars and also tralization of pertinent information regarding our previ- 
with respect to the number of those who make use of it. ous cost experiences, we have available to us statistics, 

Its use is beneficial to all who participate in it provid- showing the high, low, and average salary cost of credit 
ing that covenants are kept according to agreement and and collection operations among various stores, which, for 
expectations, or reasonably close thereto. It is an impor- the purpose of these statistics, have been grouped into 
tant factor in effecting the widest possible scope of dis- brackets by volume of charge sales. 
tribution, and it helps substantially in efforts to attain the The cost results are given to us both in the form of 
greatest possible goal of mass production. These things per cent of the amount of salary to the volume of net 
together are largely responsible for the generally high so- charge sales, and also in the form of cost per bookkeeping 
cial plane that we live on, and enjoy, today. transaction. These data do not represent a hard and fast 

Nor do we herein consider the matter of Credit Depart- rule as to what the cost of Credit Department operations 
ment Operating Costs with the view of eliminating, or should be in each and every store, and under any and all 
curtailing, certain activities that are generally regarded conditions. They do, however, provide us with a reason- 
as necessary to a properly and well-conducted credit pro- able and standardized place from which to start the con- 
cedure, for credit work should always be kept on a high sideration of a particular store’s cost experience. 


plane and in full accord with the general high standards 


As an example, using ‘these statistics to compare salary 
of our respective stores. 


costs, let us say that two stores each do five million dol- 


The attainment of such a high plane of credit activities lars in net charge sales, and that the Credit and Collec- 
and services, and the maintenance of it, can only be tion Department salary cost of each store is $25,000 or 
achieved when our thoughts and attitudes are right, and 14, per cent of sales. From these facts alone the cost ex- 
when our decisions and efforts are based on correct, up-to- perience of the two stores is perfectly comparable. A 
date, and readily available records. To cut costs at the salary cost of 14 per cent of net charge sales compares 
expense of working essentials is a fallacy! favorably with the average of stores that do this volume 

These considerations then have to do only with the of charge sales when taken together with those stores of 
comparison of similar costs between stores. Operating still larger volume. We accordingly might close our con- 
costs are a matter of the general premise on which we sideration of the comparison at this point in the belief 
individually work; of department organization and pro- that the salary costs between the two stores are comparable 
cedure; and of control. and also that they are in fair line with such experiences 

The first, the general working premise, is established by generally. 
the store’s general policies, which depend on the type of If we continue our comparison to the second set of 
store, grade of clientele, sales position and plan, competi- figures or to the cost-per-transaction data however, we 
tion, community, precedent, and perhaps other things. might find that the cost per transaction at one of the stores 
The second point, department organization and procedure, is larger than it is at the other. This shows that the aver- 
depends upon our own knowledge and understanding of, age sale is larger in one of the stores and consequently 
, a there is a variance between the stores in the number of 


*An address before the Joint Conference of the Fifth and z ~ 
Thirteenth Districts, Indianapolis, Ind., March 21, 1939. transactions that they handled. It is reasonable that a 
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larger number of transactions will require more effort to 
handle than a smaller number, and accordingly, consider- 
ing just the cost-per-transaction comparison, it appears 
that the store with the greater number of transactions was 
doing a bit better job. 


It is my opinion that we still do not have the fullest 
possible comparison picture, however, because the number 
of accounts that a Credit Department handles is also a 
point to consider. For instance, it could be that the store 
with the higher average sale, and consequently the fewer 
transactions, might have more active accounts to handle 
than the other store, depending on the buying habits of its 
customers, more of whom might buy from them but on 
fewer occasions. 

If this were the case, the larger number of accounts to 
handle might offset the smaller number of transactions so 
that the cost results of the two stores might again be 
fairly judged as quite comparable. On the other hand, if 
the store that had the fewer transactions had a higher cost 
per average active account, which would reflect a smaller 
number of accounts to handle, too, then their operating 
costs might fairly be regarded as being out of line with 
those of the other store which has the same sales volume 
but which handles more accounts and more transactions. 


This opinion can be based on at least three points: 
First, because a larger personnel should normally be re- 
quired to scan for delinquencies the larger number of ac- 
counts; second, because the number of past-due accounts 
among the larger number of accounts should, on an aver- 
age, be correspondingly greater and thus necessitate more 
effort in connection with collection work; and third, be- 
cause the store with the smaller number of accounts, and 
higher average charge sale, would undoubtedly be dealing 
with patrons of a higher financial stratum, who as a group 
might reasonably be regarded as better accounts in every 
way, and therefore would require less work of all kinds 
in connection with their being successfully handled. 


Accordingly, I believe that a third set of figures, show- 
ing the cost per average active account would be addi- 
tionally helpful to us in the matter of cost analysis and 
therefore should be included in cost data compilations. 
The fact of lower or higher real costs while being of in- 
terest to the store that has the lesser cost, is of importance 
to the store that has had the higher cost experience. 

Other matters, too, should be taken into account in con- 
nection with cost comparisons, such as the time of starting 
collection reminders; the time at which accounts are put 
into collection ; bad debt losses; attorney’s fees and court 
expeditures; authorization procedure; Credit Bureau ex- 
penses ; and the existence or absence among the stores in a 
community of a general policy and working plan with 
respect to both Credits and Collections. In only a few 
cities is such a reasonable and generally beneficial, coopera- 
tive operation an actual fact with respect to both Credits 
and Collections, although practically all of us as individ- 
uals, and practically all of the merchants too, agree readily 
upon the point that such cooperation between us is sound 
procedure and good business. 

None of us have the thought in connection with such a 
policy and plan that there should be specific rules to which 
we are all arbitrarily bound, irrespective of what the cir- 
cumstances of a particular and individual case may be, for 
such a general and specific policy would not be a wise one. 
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Reason, compassion, and fine dealing must never be fore- 
gone. The large number of instances of account delin- 
quency, however, could be satisfactorily handled on a gen- 
eral plan basis, and the adoption by stores of a community 
of such a cooperative procedure would affect very favor- 
ably the matter of credit operations cost and also bad debt 
expense. 

Many stores now benefit by cooperation with each other 
in various ways through their Merchants’ Boards and we 
in credit work cooperate with each other very fully 
through the Bureaus, in connection with credit granting 
and Budget Account terms. We for the most part, how- 
ever, have been lax with respect to the matter of stand- 
ardized, cooperative, collection policies and operations, 
which substantially affect costs and so in turn affect the 
scope of our general good services. 

“Der 


Positions Wanted 

Retail credit-collection-office manager and accountant— 
past ten years in installment furniture producing excellent 
results. Thoroughly familiar with modern budget financ- 
ing. Now working. City of 100,000 or more Atlantic 
seaboard district preferred, but not essential. Best refer- 
ences. Interview will convince. Address Box 51, Crepit 
Wor _p. 

* * * * 

Crepir MANAGER—Desires immediate change. Eleven 
years present position with Department Store. Moderate 
salary. Age 42, married. Best of references. Montana, 
Wyoming or Northwest preferred. Other locations con- 
sidered. Address Box 52, Crepir WorLD. 








Scenic Route A01044 Simehica. | 
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—For Your Return 
From California 


Wau:en you plan 


your trip to the San Fran- 
cisco Convention, include 
the scenic Pacific North- 
west. Have your ticket 
routed for the return via 
the Northern Pacific Rail- 
way, Scenic Route Across 
America. 

See all the Pacific 
Coast, the Puget Sound 
country, visit majestic 
Mt. Rainier and astonish- 
ing Yellowstone Park— 
they’re right on the way. 


For further details, call 
on your nearest Northern 
Pacific office, or mail the 
coupon to 
E. E. Nelson, Passenger Traffic Megr., 
Northern Pacific Ry., St. Paul, Minn. 


0 ld like to return from San Francisco Con- 
vention of N. R. C. A. via the Pacific N. W. 
CO l’m not going to Convention but am in- 
terested in Western trip t0.............-cssseseesseee 








Send information, please. 
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Consumer Installment Debt Control 






By DR. CLYDE WILLIAM PHELPS 


Head, Department of Economics and Commerce, University of Chattanooga, 
Chattanooga, Tenn. 


Principles of Installment Debt Control 


UST HOW—>by what mechanisms, practices or ar- 
rangements—it may be possible to achieve a satis- 
factory control of consumer installment debt, is not 

entirely clear. But the theory or principles upon which 
the control plan must be based are apparent. ‘These 
would seem to be about as follows: 

Principles of control: 

They may be set forth briefly in the following four 
points: 


In the first place, all installment sellers and lenders 
would be encouraged (a) to get a credit report on the 
prospective customer from a central clearing house or 
bureau before selling and (b) to report to the central 
institution each installment sale or credit. 

If all installment sellers and lenders were induced to 
clear this way, it would mean that each would know 
whether a proposed sale would overload the customer. 

2. Reliance upon self-interest. 








1. Consumer installment debt appar- 
ently is a permanent institution. 

First of all, it appears that we must 
start out from the assumption that con- 
sumers will be permanently in debt on 
installment credit. 

2. But we must keep consumers from 
overindebtedness as much as possible. 

This is the central problem in the use sues. 
of consumer credit. It is important to 
retail credit sellers and business as a 
whole, to society in general, and especially 
to the submerged consumer. ’ 

3. Also, provision must be made for 
rehabilitating those who do get beyond 


World.” 


vited. 


Editor’s Note 


This is the second in- 
stallment of this article 
which began in the Janu- 
ary issue of “The Credit 
Subsequent in- 
stallments will be pub- 
lished in succeeding is- 


Installment 
Debt Control is a subject 
much in the limelight at 
the present time. 
ments by readers are in- 


Consumer 


Secondly, however, the only reliance 
would be upon the self-interest or ethics 
of the sellers and lenders not to make an 
installment contract when the informa- 
tion received shows that it would overload 
the customer. 

Limitations: 

1. Difficulty of securing cooperation in 
clearing. 

It would seem that the greater part of 
the abuses and the overloading of install- 
ment customers arises from the practices 
of a relatively small number of dealers. 
It is difficult to see just how these dealers 
who are the worst offenders can be in- 


Com- 








their depth. 

No matter how well control may come to be exercised 
for the purpose of preventing consumer overindebtedness, 
due to imperfect administration and to family misfortunes 
(sickness, accident, unemployment, and so forth) there 
will always be a certain number of families becoming 
involved beyond ability to pay. There will be continuing 
need for agencies of financial rehabilitation for the Ameri- 
can family. 

4. Finally, the cost of installment credit should be 
kept low. 

Perhaps the most substantial reduction possible in the 
cost of installment credit would come through reducing 
the bad debt losses, repossessions, and other extra expenses 
due to granting installment credit to weak or inferior 
risks, i.e., to those who are already obligated in debt to 
their limit. In brief, possible cost reduction appears to 
depend largely on eliminating the practice of overselling 
or involving families in overindebtedness. 

The control theory, simply stated: 

To put it in the simplest way, the theory of control is 
to provide that there shall be no selling on installment 
credit to a family which has all the obligations it can 
handle. 


Possible Plans For Installment Debt Control 
VOLUNTARY CLEARANCE OF CREDIT INFORMATION 
Characteristics: 


1. Encouraging clearance of installment credit informa- 
tion through a central bureau. 
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duced voluntarily to cooperate in securing 
credit reports before each sale and in making reports of 
sales made. 

2. Inadequacy of reliance on self-interest. 

Even if all dealers, including the worst offenders, did 
cooperate in clearing, it is doubtful whether considerations 
of self-interest or ethics would prevent a substantial 
proportion of both high-grade and low-grade dealers 
from overloading the customer with installment indebted- 
ness. The seller of durable goods may feel that his in- 
terest is protected even if the sale he makes does overload 
the customer. For, even though the latter may be there- 
by made unable to pay all of his debts,the dealer can 
repossess. 


Even if the installment contract is not secured by 
durable, repossessable goods, an installment seller may 
still be perfectly willing to make a sale which will plunge 
the customer beyond his ability to pay, because the dealer 
expects to get his money by the use of a confession of 
judgment, a wage assignment or a suit. 


However, in a community which accomplished the al- 
most impossible task of persuading all creditors to clear 
and report all installment credits it might be possible to 
curb overloading of consumers by cooperatively imposed 
discipline. ‘The central clearing house could report all 
cases of overloading to its board of directors. The offend- 
ing creditor could be called on the carpet—perhaps per- 
suaded to take the goods back—or placed under threat of 
“economic quarantine” by banks, suppliers, etc. 
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If a community seriously undertook such a program, 
it might set an example that eventually would have wide 
influence. 

The present system: 

The present system of installment debt control, if the 
word control may really be applied to it, is this plan 
based upon voluntary clearance of credit information 
just described. 

There are credit bureaus and credit reporting agencies 
in all cities and towns of any importance. One organiza- 
tion alone, the Associated Credit Bureaus of America, 
includes about 1,300 retail credit bureaus throughout the 
country. In short, there is no lack of facilities for en- 
abling any installment dealer to obtain a credit report on 
a prospective installment purchaser. 

But the limitations of the system are as indicated. 
First, many installment sellers do not secure reports be- 
fore completing transactions—they do not belong to local 
retail credit bureaus, nor do they secure reports from 
private credit reporting agencies. 

Second, there are many different bureaus or agencies 
in the same locality so that as a result no central clearing 
house for installment credit information exists. It should 
be remembered that there are many different types of 
installment dealers—low-grade installment dealers, de- 
partment, specialty store and so-called high-grade dealers, 
sellers of homes on the installment plan, consumer lending 
institutions, and so forth. 

Credit reports do not show the total installment in- 
debtedness or the total monthly installment payments 
necessary to meet the contracts. The amount and terms 
of each installment contract are not reported by the 
seller to a central clearing institution. 

Third, it is well known that many dealers will make 
an installment sate even if they know that the transaction 
will definitely mean increasing the indebtedness of the 
consumer beyond his ability to pay all of his obligations. 
Some provision is needed to either prohibit or make it 
really against the dealer’s self-interest to involve a con- 
sumer beyond his ability to pay. 

Possibilities of improving the present system: 

To what extent may the present system of voluntary 
clearance of credit information be improved by other 
means than the passage of legislation? The possibilities 
seem to be about as follows: 

1. Education of installment dealers. 

Education of installment sellers and lenders might be 
carried on by the National Retail Credit Association, the 
National Retail Dry Goods Association, the National 
Association of Sales Finance Companies, the American 
Association of Personal Finance Companies, and other 
interested organizations. 

This educational program to persuade installment 
dealers to cooperate in securing reports, in reporting, and 
in not overselling the family might be based upon such 
appeals as (a) avoiding restrictive legislation, (b) pro- 
tecting profits from excessive bad debt losses and other 
expenses connected with loose installment selling policies, 
(c) fairness to other creditors who have already ex- 
tended credit to the customer, and (d) fairness to the 
consumer, 

An educational program of this type would be decided- 
ly worth while, although it would be assuming too much 
to anticipate that these or any other appeals would prove 
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sufficiently convincing to the fringe of installment dealers 
who apparently are responsible for the major part of the 
problem of overindebtedness and abuses in installment 
credit. 

2. Campaigns to secure greater cooperation in clearing. 

Campaigns might be undertaken by local bureaus and 
the Associated Credit Bureaus of America to induce all 
installment dealers in a community to clear through the 
bureau as a central institution. Attempts might be made 
to establish community credit policies of clearing and re- 
porting to the bureau. 

In view of the use of other credit reporting agencies 
by many dealers, and the non-use of bureaus or agencies 
by others, it is obvious that the problem of getting al/ in- 
stallment dealers to clear through one institution in each 
locality voluntarily is probably beyond successful solu- 
tion. 

3. Education of the consumer. 

Better Business Bureaus and other organizations in- 
terested might carry on a campaign of educating the con- 
sumer to avoid involvement in installment indebtedness. 
This would be helpful. But the possibilities here, in 
view of the supersalesmanship and high-pressure adver- 
tising of installment dealers, especially the lower fringe, 
do not seem particularly impressive. 

4. Summary: 

All of the possible movements mentioned would be 
most desirable. However, one would be over-optimistic 
to feel that the result would be adequate, or even material 
improvement of the present system of voluntary clearance 
and reliance upon self-interest. 

For example, in regard to the campaigns of national 
associations to induce member-dealers to reduce the length 
of installment terms and increase the required down pay- 
ments, Milan V. Ayres, Secretary and Analyst, National 
Association of Sales Finance Companies, states: 

“There has never existed any machinery by which 
finance companies and automobile dealers could be 
compelled by any set of standard terms and no at- 
tempt has ever been made by any agency to compel 
such obedience. Such compliance as has occurred 
has been voluntary. . . .” 


In short, possibilities of improving the existing system 
to achieve some degree of installment debt control with- 
out passage of some sort of legislation do not seem to 
exist. 

(To Be Continued.) 








Try the “Blue Book” of 
Credit and Collection Letters 


‘*Invaluable in the extending of credit and 
keeping credit losses to a minimum,’’ says 
L. V. Eberhard (Grocer), Grand Rapids, 
Mich. 


OVER 10,000 COPIES IN USE BY MEMBERS! 


To members, only $1.00—to non-members, 
$1.50—postpaid 


Order from National Office 
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the Responsibilities of Credit Department, i.e. to the 

Firm, to Patrons, and to the Community at large. 
Questionnaire answers on this subject indicate the per- 
centage of responsibility should be as follows: to the 
Firm—35 per cent; to the Patrons—35 per cent; and to 
the Community at large—30 per cent. 

In considering the administration of credit and its 
effects, you must, as in judging any other fundamentals, 
use common sense. Speaking in a broad way, how can 
there be a definite division of the responsibilities of the 
credit department so far as the three general group list- 
ings are concerned, unless perhaps I have failed to grasp 
the full meaning. 

Whether it be wholesale or whether it be retail credit, 
there should result an equal or proportionate good as to 
the granter and grantee. The granter, for sake of argu- 
ment, is the firm, and the grantee, for sake of argument, 
is the patron and from there on I am having difficulty in 
differentiating between the patron and the community, 
for patrons compose a community and a community is 
composed of patrons. 

It would be an encroachment on your time should | 
attempt to go back to the dark or stone ages and trace 
the evolution of barter and exchange of commodities, 
then money, then credit and so on. Suffice it to say that 
credit is accepted as the modern-day business vehicle, and 
especially as it applies to retail merchandising. 

The demand for intelligent use of credit from the 
standpoint not only of volume but of good to the in- 
dividual ig ever increasing; therefore, we must do all 
we can to qualify, for the sake of our firm, the patron 
and the community at large, in dispensing this precious 
commodity. 

Here I would like to inject a statement of fact—old, 
I grant you, but nevertheless important, and that is that 
in the times of stress, depression or any form of stagna- 
tion of business, there is less depreciation of accounts 
receivable than any other item. The acid test was applied 
in the 1929-1932 period. Although other business assets, 
during the period just named, depreciated heavily, retail 
accounts receivable depreciated (above normal) not in 
excess of 1 per cent. 

Practically all of the home and personal needs can now 
be purchased on credit, and it cannot be denied that 
except for the use of credit the standard of living and the 
joy and comfort following this could not have existed. 
We all know that without credit we could not today 


] N REPEATING the title subject I subdivide it as to 


*An address before the Joint Conference of Districts Five 
and Thirteen, Indianapolis, Ind., March 20 and 21, 1939. 
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Responsibilities of 
The Credit Department 






By GILES C. DRIVER* 


Director of Accounts, The May Company, Cleveland; Past President, 
National Retail Credit Association 


sensibly expand. We also know that the proper ex- 
tension and use of credit is a blessing to both the mer- 
chant and the purchaser—all making for better living 
conditions and happier firesides. 

You have heard over and over how, except for credit, 
the man in moderate circumstances could not enjoy the 
automobile, the radio, etc.; how he would be unable to 
supply to the housewife the washing machine, ironer, 
vacuum cleaner, etc. It’s all true, it can’t and won’t be 
denied. Then, in the name of common sense, why 
should something good be turned into something bad 
because of lack of judgment in the use of this precious 
credit. 

Credit is a service, yes, and almost indispensable. 
Credit is a convenience, yes. Credit is creative. Except 
for credit there would not be the ever increasing volume 
of business. It is the one medium provided for the 
creation of business expansion. Industry depends upon 
credit and credit depends upon industry. Every new 
industry entering the field provides just that much more 
employment and its employees become the support of the 
merchant. A higher business morale is created in the 
credit customer. 

A customer entering into a credit relation with you is 
taught the fundamentals of business, of the sacredness of 
meeting obligations. The debtor feels himself compelled 
to carry on, to be more active, to earn more money, to 
produce more so that he may, with pride, meet his pay- 
ments. This builds up his self-respect, makes him more 
of a community asset and in the long run a more valu- 
able citizen. 

Each succeeding generation seems to be able to find a 
way of improving over the methods used by the previous 
generation and the outstanding development in the last 
25 years has been the employment of credit for the gen- 
eral betterment of the average citizen. 

It should not be necessary, in a general discussion like 
this, to bring in the bugaboo of excessive credit, over- 
loading your customer, indiscriminate credit grantings, 
etc. These, as all evils, exist and I presume will so con- 
tinue in every line of business. They are, however, in 
the minority and, naturally, smart credit men will see 
to it that these evils are kept on an ever-decreasing mi- 
nority basis. 

There must also be borne in mind that the develop- 
ment, and the good following this, of the legitimate use 
of credit by legitimate merchants, should not be impaired 
or retarded by the unfair credit practices of the unscrupu- 
lous merchants of which, fortunately, there are compara- 
tively few. In other words, we should strive continuous- 
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ly to keep credit clean and healthy and thereby be able 
to turn back to our firms a profitable increase in that 
phase of the business. 


Keeping your customer satisfied, and this condition 
existing all over the United States, will prevent the pos- 
sible unsatisfactory and strongly regulatory control by 
the ones who have the authority or can obtain the author- 
ity to install this control. In other words, let’s don’t do 
things, or let’s prevent others doing things, which will 
establish an unnecessary burden on the legitimate methods 
now employed in retail credit granting by responsible 
merchants of the United States. 

If permitted to divide the responsibility of the Credit 
Department, I might change the title somewhat and say, 
‘Responsibilities of the Credit Manager” and would 
add a fourth division, and that is, Responsibility to the 
Credit Profession. 

We can never be too alert, too aggressive, about keep- 
ing in the minds of the merchants, employers and the 
public at large the high calibre of intellect required to 
administer credit and the full responsibility therefor. 
Credit Managers should consistently and persistently 
publicize their importance (and I mean importance) in 
the retail merchandising picture. 

Needless to say, the credit manager can only do this 
effectually if he has something to sell. In other words, he 
must be prepared to capably fill his job and know exactly 
what it is all about. Years ago, the credit man, as 
known to many of you, seemed to be an individual who 
was employed, or perhaps hired would be a better word, 
to turn down orders. 

Today, however, the Credit Sales Manager is a more 
alert, wide awake, progressive type of business man who 
constantly bears in mind that his direct responsibility 
to the firm is to do all he can to increase business ard 
that he, the Credit Sales Manager, should exert his best 
efforts, cooperating with the sales departments fully at 
all times, to see how much more business he can put 
on the books for the firm rather than how much busi- 
ness he can turn down. However, in his zeal to accom- 
plish the increasing volume, he naturally must safeguard 
his credit extensions or else he pays the piper later! 

By the statement just made, I do not wish to infer 
that I subscribe to the thought that credit should be 
used as a sales volume media, unless there is basis for the 
credit extension. I believe that you ladies and gentlemen 
can be impressed with the enormity of your responsi- 
bility when you consider that in the United States there 
are 130,000,000 people, divided generally— 


males 65,417,630 
females 63,839,370 
adults 72,943,624 


Quite a substantial family to serve, I would say. In spite 
of temporary set-backs, you know very well that America 
and American business will not stand still and that there 
will be a continual growth and development in every 
phase of living—social, political, economical, educational, 
religious, etc. Whether it is you or your son or your 
grandson, there must be a definite acceptance of the 
responsibility for doing a better credit job in a broad 
way as time goes on, and you have to adjust your line 
of thinking to meet the conditions. You have to syn- 
chronize your appraisals to meet the current demands 
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rather than try to live on the theory that what was 
good in the horse and buggy days should apply in the 
modern, streamlined 1939 age. 

As an evidence of the appreciation of the importance 
of credit, you find more and more throughout the United 
States the adding of credit courses as permanent parts 
of the curricula in colleges and universities ; you find that 
the universities are promoting Institutes on Credit and 
all the way through there is an ever increasing recogni- 
tion of the vital influence of credit on the whole busi- 
ness structure; and it behooves all of us to constantly 
contact every available means to keep up with the dif- 
ferent lines of thinking on the subject in which we are 
interested. 

One phase of ever increasing responsibility placed on 
the shoulders of the credit manager is that of installment 
selling. This is a much discussed item, occupying an 
important position in the trade set-up and it is so rec- 
ognized by the government and economists. 

I quote below certain figures which are excerpts from 
a recent article: 

“If installment credit volume increases during 1939 
at the same rate it did during 1935 and 1936, the end 
of the year will see a total of new credit granted of 
$4,500,000,000. This compares with $3,500,000,000 
for 1938 and $4,900,000,000 for 1937. 

“That decline of $1,400,000,000 in retail credit 
granted during 1938 is held, by government economists, 
to have been an important factor in the recession.” 

In answer to the following question by Dean Brisco, 
School of Retailing, New York University: 

“What was the outstanding installment debt in 1929 
at the time of the crash compared with the 1937 debt 
of the Public?” the following answer was given by Mr. 
Severa, Assistant Manager of the Credit Bureau of 
Greater New York: 

“Tt reached an all-time high in 1929 of $2,940,000,000. 
In 1937, it is estimated to have reached $2,861,000,000. 
One startling factor is that the total sales in 1929 were 
$6,500,000,000. In other words, 1937 business was 
only about 75 per cent of the 1929 business, and still 
the outstanding installment debt was almost the same. 
This shows that the 24-month and 30-month plans of 
the automobile companies, the “no down payment” terms 
of retailers, and other liberal influences were causing a 
pyramiding of installment debts. But, during the latter 
part of 1937, this was all changed and practically all 
lines of business shortened their terms and _ tightened 
up on down payment requirements.” In answer to the 
further following question of Dean Brisco, 

“How does the outstanding installment debt compare 
with the annual earnings of the public?” 
the following answer was given by Mr. Severa: 

“The National income paid out in salaries, wages, 
dividends and other earnings for 1937 was estimated 
at $70,000,000,000. An installment debt of $2,800,- 
000,000 outstanding does not appear to be out of pro- 
portion. It amounts to only 4 per cent of the national 
annual earning power, or roughly about $80.00 for the 
average man earning $2000 per annum. Compare this 
with the burden our Federal government has placed on 
the shoulders of the taxpayer which amounts to about 
35 billions of dollars, or about half of the annual earn- 
ing capacity of the country. And this does not include 


9 

















































the state and municipal debts. All of which goes to show selves to the times, and we must not stifle any ideas or 


that the business man is a much saner citizen than the suggestions. 
cats tee ; , 
politician. Accept, as credit managers, the known fact that ideas 
Under responsibility number one, learn more about that may be classed as fantastic and revolutionary toda 
merchandise so you can intelligently analyze and dis- are accredited and approved programs of tomorrow. 
cuss it with the customer and in the taking of applica- The United States government appreciates its respon- 


tions. sibility by compiling each year retail credit surveys and 
Under responsibility number two, inform and educate these surveys, by the way, were originated and sponsored 
customers as to the use of credit and regard for obliga- by the National Retail Credit Association. 
tions. Strive to become more closely associated with 
the executive management of the store. Your respon- 
sibility to the firm could be more intelligently and more 
comprehensively filled if the credit sales manager actually 
had a voice in the store’s affairs. 


The responsibility to the credit profession is evidenced 
by the fact that you men and women attend these con- 
ferences. Another responsibility of the credit man is to 
do all he can to cleanse advertising of the impression 


Anrbegy rene that Crepir Is CHEAP. Much better if the money in 
Strive for a cordial and constructive relationship with advertising, with reference to credit, was to show its 


customers; note how many times they come back to the value and purpose. 


credit sales manager for help and counsel. There just came to my desk a memorandum show- 


Ours is the responsibility for developing younger mem- ing that there are now pending in the Ohio Legislature 
bers of the credit profession and teaching them that while 142 bills which are of direct interest to retail merchants. 
they should stick to fundamentals, they must attune them- 


(Continued on page 31.) 
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APPLICATION FOR CREDIT 
The National’s New WITH 
Standard “Application 
+499 FORM ADOPTED BY AND FOR MEMBERS OF THE 
for Credit” Form 
NATIONAL RETAIL CREDIT ASSOCIATION 
Complete in every detail 
In compliance with the de- 
© ~ q ¢ a = Ss 
mands of many members, the ne — 
National Office has developed a $e —SsSsSsSsSsSSSSSSSSSSSSSSSSMMSMMeMeseF eee saa 
d 1 “ Application for FULL BAM (eURNAME Finest) FULL GIVEN NAME INITIAL AGE GIVEN NAME, HUSBAND—WIFE 6 MAIDEN NAME ace 
new standard “/ . 
Credit” Form. oo ee cow tans 
Complete in every detail, it FORMER ADDRESS si a a 7 HOW LONG 
has spaces for all needed infor- [— Se o 
BUSINESS OR OCCUPATION BY WHOM EMPLOYED SUS ADDRESS HOW LONG 
mation. 
rormes BUSINESS on OCCUPATION oy won "EMPLOYED el - ed pus ADoORESS = now LONG 
Please note that there are 
blank spaces for getting suffi- Tare oe mea i ee 
cient information about the ap- [-_ — ee as 
a " a OWN REAL ESTATE (orve Location) MORTGAGED TO AMOUNT 
plicant and his family and other CeneteD af 
connections to facilitate tracing [7 (res aren owen SYMON RENTAL | CWO 
‘ . - — a aT nOoME emr.oreo 
if he should develop into a vent ee anistis ; | 
é¢ 3.5 ” iDence? 
skip. yAME OF — RELATIVE (OTHER THAN HUSBAND OR Wirz) ae ~ ADDRESS ee 
The actual size of the form en grnneneneeeene z =o os = d 
a x CHECKING) (AME OF BANK) BRANCH 
(reproduced at the right) is 7 ose sca 
inches by gl 5 inches. Printed | im? mace 8 ~  WAME OF INSURANCE CO. ~~ apraox INCOME . — 
in one color on a good grade of P Steal , : ps 
white paper, these forms are TRADE REFERENCES 
blocked in. pads of 100. TNE alsin ACCOUNT 1 BOW 
Bes. SOvEHT over PAID DATE 
Prices alla daeiiaietia igen nichciadinienst biciead aod ee as . 
100, $0.75 UE ee 
500, $3.00 ian ean 
1,000, $5.25 LIST OF REVERSE SIDE OF THIS APPLICATION ANY UNPAID BALANCES OF INSTALLMENT ACCOUNTS aD MONTHLY FATMENTs REREON 
a : PERSONAL REFERENCES - —EE 
All prices include postage. 
THE ABOVE INFORMATION [8 FOR THE PURPOSE OF OFTAINING CREDIT axD WARFANTED TO #8 TRUE 4 AGRES TO FAT ALA Bice OY THe 107s or The 
MONTH FOLLOWING FURCHASE O%8 AS OTHERWISE EXPFRESSLY scGaEED 
National Retail ere — 
Credit Association SIGNATURE __ 
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Try These Revised 
“Inactive” Stickers! 


and you will use them again! 


Of Course— 
We Missed You! 


vv 


And your account is 
waiting for you. 
Come in and use it! 


We Value 


Your Patronage! 





© n.R.c. A. 


Just a Blank 


Statement 
vv 


To remind you that 
we miss your pa- 
tronage and to ex- 
tend this invitation: 
Use Your 

Charge Account! 


© n.R. c. A. 






| You Don’t Owe 
| Us a Cent! | 


vv 












Yes! We've noticed | 
it and we hope you | 
will use your charge 
} account this month. 





Your Patronage 
Is Appreciated! 
I © 1934, w. x. c. a. 


in one color. Price, $2.00 per 1,000 





Use on “blank” statements one month-- 








Exact size shown by dotted lines. Printed 


(Canadian orders shipped direct from our Canadian 
stock.) 


National Retail Credit Association 


1218 Olive Street St. Louis, Mo. 


ee 
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The Barometer of 


Retail Business 


Sales and Collection Trends 
March, 1939, vs. March, 1938 


Compiled by Research Division, National Retail 


Credit Association 


Arthur H. Hert, Research Director 


C REDIT sales increased 2.7 per cent during March, 


total sales 2.8 per cent and collections 0.6 per cent, 
in the United States and Canada, as compared 
with March, 1938. These average increases were again 
due to an improvement in employment in various parts of 


the United States, along with Easter business. 


Of the 60 cities reporting, 38 cities reported increases in 
collections; 49 cities reported increases in credit sales, 


while 48 cities reported increases in total sales. 


High-lights of the monthly analysis are shown in the 
tables below: 








High-Lights for March 


60 
23,146 


38 
0.6% 


10.0% 


Cities reporting. 
Retail stores represented. 


COLLECTIONS 


Cities reported increases. 

Was the average increase for all 
cities. 

Was the greatest increase (Borger, 
Tex.). 

City reported no change (Bay 
City, Mich.). 

Cities reported decreases. 

Was the greatest decrease (Sheri- 
dan, Wyo.). 


CREDIT SALES 


Cities reported increases. 
Was the average increase for all 
cities. 

Was the _ greatest 
(Charleston, W. Va.). 
Cities reported no change. 
Cities reported decreases. 
Was the greatest decrease (Chey- 

enne, Wyo.). 


TOTAL SALES 


Cities reported increases. 

Was the average increase for all 
cities. 

Was the greatest increase (Tulsa, 
Okla.). 

Cities reported no change. 

Cities reported decreases. 

Was the greatest decrease (Chey- 
enne, Wyo.). 


increase 











Credit Department Letters 
By Daniwl 9. Hannefin 


Common Sense in Letter Writing 

HE experienced letter writer uses applied 

common sense in the construction of his let- 

ters, following the rules and precepts laid 
down by letter experts when such rules work out to 
best advantage. However, he does not hesitate to 
break the rules in the interest of applied common 
sense. 


There are certain rules on which most letter ex- 
perts are agreed. Following these rules according 
to the dictates of common sense will make for bet- 
ter letters. Following them blindly, however, 
without the use of sane judgment, may lead to dis- 
aster. 


One of these rules is the use of the word “you” 
instead of “we” in letters. All good letter writers 
agree that adopting the “you” viewpoint makes for 
friendlier letters than can be obtained through the 
stilted use of the “we” attitude. However, they 
do not make the use of the words “we” and “our” 
a cardinal sin as some of their followers would 
have us believe. 

For years I have used the homely phrase, “Put 
yourself in the other fellow’s shoes.” That is not 
an elegant expression, I admit, but it is expressive. 

But, putting yourself in the other fellow’s shoes 
does not prohibit the use of the “we” and “our” 
expressions. In the letter in Figure 1 on the next 
page notice the construction of the first sentence, 
“Tn reviewing your account, we find that we have 
had no payment from you for three months. . . .” 
This sentence is based on sound psychology.. The 
phrase, “we find that we have had no payment 
from you for three months” is certainly less blunt 
than if the writer had said, “You haven’t made a 
payment for three months.” And the first phrase, 
“Tn reviewing your account,” is certainly more ex- 
pressive than the old bromide, “According to our 
records,” which so many letter writers persist in 

working to death. 
Mr. Hays i in pitt us this letter wrote: “Here 


is a letter which we have used successfully in the 
collection of accounts which have been prompt at 
one time but at the present are back a few months 
on their regular payments. We only use this one 
on people who have been customers of ours over 
a long period of time.” 

Likewise, in the letter shown in Figure 2, the 
first sentence in the second paragraph is justifiably 
used, even though it begins with the word “we,” 
because it carries the impression that the writer has 
faith in the good intentions of the debtor. And 
after all, a letter that carries the conviction of sin- 
cerity is a good letter, regardless of the rules. 

That this letter is a good letter is borne out by 
results. Mr. H. J. Schrupp, Credit Manager of 
McKale’s, writes: “We have just recently added 
this to our series of collection letters and have 
found the results so satisfactory that we are now 
using it freely on nearly all of our delinquent ac- 
counts. This letter is used on accounts that have 
not responded at all to previous communications.” 

The letters shown in Figures 3 and 4 are prac- 
tically perfect examples of inactive account letters. 
The letter of the Ball Stores has a friendly tone 
about it that is contagious. The Cottrell letter has 
an introduction which is 100 per cent in attention- 
value. I mean that personalized first line, “It’s 
been a long time, Mr... .” 

The first paragraph is a real man-to-man open- 
ing. Notice that it, too, uses the word “we” sensi- 
bly, “That’s the friendly way we have missed 
you.” Trying to say that in any other way would 
only make the letter involved and take all the sin- 
cerity out of that statement. Notice, too, how the 
balance of the letter offers some exceptionally good 
selling logic. All in all, I consider it a perfect let- 
ter for its purpose! 

Our appreciative thanks go to these four con- 
tributors. Other readers are cordially invited to 
send in samples of their successful letters for pub- 
lication (with reports of results). After all, results 
are what count! 











Lincoln Credit Bureau’s Ceteiendennes 


The Nebraska Credit Company is this year celebrating 
its Golden Anniversary, the bureau having been started 
in 1889. 


at which time the bureau management had charge of the 


The Anniversary celebration began March 14, 


noonday program of the Lincoln Rotary Club. 

That same evening the Lincoln Retail Credit Associa- 
tion provided a birthday party for the Nebraska Credit 
Company with birthday cake, flowers and everything. The 


12 


Bureau held Open House April 12 for its subscribers and 
friends. 

Our congratulations to Max Meyer, the genial General 
Manager, who is justly proud of the fact that the Ne- 
braska Credit Company has had but three managers dur- 
ing its fifty years of existence. 


“Der 
Credit Manager Wanted 
To take charge of credit on 130 house-to-house bakery 
routes located at five locations within 60 mile radius of 
plant. Address Box 53, Crepir Wor~p. 
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Aore than ataif Century of Service 


ESTABL/SHEO IN MANGAS CITY (O78 


kins LOsic Company 





RADIOS AND REFRIGERATION - MUSICAL INSTRUMENTS 
SHEET MUSIC AND MUSIC BOOKS 


1217-23 WALNUT STREET 


Kansas Crry. Misso0r1 


April 27, 


© 


Mir. William May 
1616 est 10th Street 
Topeka, Kansas 


- May: 
In reviewing your account, we find that we have had no 
payment from you for three months and that the balance 
due is $15.30. 


As we look over your contract, we reulize it has been 


eee emer mines 


915 Kansas Ave. 
TOPEKA, KANSAS 


1939 


a very satisfactory one and thit this delay on your part 


is probubly an oversight. 
you forward your check in this amount in order thut we 
will not be forced to carry your contract ir 
condition. 


Thanking you for your attention in this matter, we are 


Very truly yours, 






JENKINS 





humlin Hays, 


HH:S 
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703 MARKET STREE 


SAN FRANCISCO 


AMOUNT PAST DUE $ 


Several letters have been mailed you regarding 
your past due balance shown above, but to date we 
have received no word from you. 


We fully realize that many times unforeseen 
situations arise which prevent a person from carry- 
ing out his honest intentions to pay hie bill. If 
such ie your case, won't you please let us know at 
once so that we can come to some definite unders‘tand- 
ing regarding payment. 


You may count on our fullest co-operation; may 


we have yours also? 
Very truly yours, 


McKALE'S, INC. 


BUREAU OF ACCOUNTS. 





McKoles Service Station System 
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Therefore, we kindly ask that 


: delinquent 


IT’S BEEN A LONG TIME, MR. CROWDER . 








ATL IL 


INCOPPORATED 


MUNCIE, INDIANA 
April 10, 1959 





Mr. 
912 E. 
Muncie, Indiana 


John boe 
Main St. 


® 


Dear Mr. Doe: 


"Blues" songs? ---------- 


you" when you 


aid appreciate your favors end we'd be 








Since you walked 

into this store. 

And as yoy would miss someone who rates "ace high" in your circle 
of friends - that's the friendly way ge have missed YOU! 


You know, this is the time of year when a charge account comes in 
mighty handy. With Spring definitely here, you'll want something 
to "pep up" your wardrobe. Milder days call for new sportewear, 


too, Why not use your Cottrell charge account to get everything 
ou need now? 


As a man who takes pride in his appearance and appreciates superior 
quality and styling, you will enjoy seeing our complete Spring stocks 
of famous men's wear: 


Timely, Manchester and Beverley SUITS and TOPCOATS 
UNDERWEAR by Cooper and Arrow 
Arrow & Manhattan SHIRTS 
HATS by Stetson and Knox 
Phoenix HOSE 
SPORTSWEAR 


Step into Spring in smart new Cr 
our latchstring is always out! 


ttrell attire. For folks like you, 


wee/2 





Heve you heard one of the recent 
grt: "How 1 Miss You". 


We really appreciste that song 
because we heve missed you for @ long time. 


Maybe we feiled to say "thank 
were using your account and 


° w 
paying up your charges vely promptly eesokled 


pink" if you'd use your account again reesei soon. 


Then we could quit "singing the 


blues" ana shout ----- Happy Lays Are Here 
Again". 
Sincerely yours, 
BALL STORES, INC. 
By- 
Credit Manager 
FKL: JB 








= mJ 
“a 





pe a oh 
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Postage Savings 
In Collection Work 


By JOHN H. VAUGHN 





HEN we look at a 2c stamp or a 3c stamp 

W printed on a square inch of paper, it seems in- 

significant and is the same price as a morning or 

evening newspaper. When we stamp up the envelopes for 

our Christmas cards a week or so before Christmas, it still 

is not a great item, but we realize that there is consider- 

able work entailed in the mere operation of stamping 
letters. 

If we go to send out a direct mail letter in quantities of 
five or ten thousand, then the total amount of postage re- 
quired takes on significance. It is not, however, until we 
analyze the annual operating statement of the credit and 
billing departments of a department store that the item 
of postage shows up in its true colors. 

The medium sized department store usually has from 
15,000 to 50,000 actual credit customers on the books and 
anywhere from 3,000 to 10,000 installment customers. 
Let us take the store with 15,000 accounts, or a monthly 
billing of 7,500. The same store will have 5,000 install- 
ment accounts. The number of delinquent messages that 
will be sent out is approximately as follows: 


7,500 Open Accounts, 
First notice 


1,000 letters 


Second notice 500 letters 

Third notice 300 letters 

Total per month 1,800 

Total per year 21,600 

5,000 Installment Accounts, 

First notice 1,000 letters 

Second notice 500 letters 

Third notice 300 letters 

Total per month 1,800 

Total per year 21,600 
Total per year (all accounts) 43,200 


Another group of letters which can be placed in the 
same classification will bring this up to a total of 50,000 
notices. These letters will average approximately 60 per 
cent under local postage of 2c and 40 per cent under 
suburban 3c postage, the total cost being as follows: 


30,000 letters @ 2c $600 
20,000 letters @ 3c 600 
$1,200 


Based on your accounts, it is an easy matter to figure what 
your costs are on credit letters alone. 


Let us stop here for a moment and pass on to the mat- 
ter of installment accounts. With the pass book system, 
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Credit Manager, The Jones Store Company, Kansas City, Mo. 


{ This is the sixth of a series of 12 
artic 


les on Installment Methods 


there is another cost, many times overlooked, which over 
a period of a year adds up into a very tidy sum. Analysis 
in a great many stores has shown that at least 25 per cent 
and an average of 40 per cent of payments on installment 
accounts are sent in by mail. With 5,000 accounts, this 
means that 2,000 books are sent in per month, or 24,000 
per year. These are returned to the customer by mail. 
A great majority of these accounts are suburban and, 
therefore, the cost of returning pass books each month 
averages very close to 3c, or on 2,000 pass books, $60 per 
month and $720 per year. We have now accumulated as 
a postage bill the following: 


Open account letters 21,600 Approximately $600 
Installment account letters 21,600 Approximately 600 
Pass Books 720 

$1,920 

Let us look at this proposition from an operating angle 
to find ways and means of reducing this amount as much 
as possible. Pass book postage can be eliminated entirel; 
by the adoption of coupon books, which eliminates the 
necessity not only of the return envelope but also the post- 
age item of $720. This has already been done by a num- 
ber of large department and retail stores, not only on ac- 
count of postage but also to speed up window collections. 

Our postage bill has now been reduced from $1,920 to 
$1,200. Uncle Sam and several ingenious national sup- 
pliers of collection notices, with which we are all more 
or less familiar, have stepped in to help us in this respect, 
if we are willing to be heiped. 

Surveys of all classes of homes have been made to ascer- 
tain the reaction of customers to various types of mail 
matter, including collection letters. These surveys have 
brought out the following pertinent facts? 


95 per cent of all residence mail matter, regardless of 
classification, from stores or organizations with whom 
they have an installment or charge account, is opened. 

96 per cent never notice the class of mail. 

94 per cent do not know the difference between first and 
third class mail matter. 

90 per cent advise that a personally addressed letter show- 
ing amounts, with an executive signature, would not 
bring a check or payment any quicker than a printed 
notice. 

90 per cent quickly remember, without reference, the 
monthly or weekly payment due on any installment 
account they had. 

The only reason given by some credit and collection 
managers for not using these printed notices is that they 
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insist upon the necessity for having the amount of the bill 
or installment contained in the delinquent notice. Some 
go so far as to state that if they do not have the amount 
many customers call up for the exact amount of the bill. 

This last statement is not borne out by experience and 
has been proved to be theory by the actual experience of 
thousands of retailers and even large public utilities on 
open account gas bills where the amount might be any- 
where from $1.25 up to $25. From another angle, it 
might be stated that it would be a good thing for the cus- 
tomer to call up to find out the exact amount of the bill, 
since that would be an indication that the customer in- 
tended to pay the bill immediately. 

Actual experience proves, however, that less than 1 per 
cent of those receiving delinquent notices ever telephone 
for the amount and it does seem foolish to place the 
amount on 1,000 delinquent notices for the 10 who might 
call up, when the tremendous amount of work and the 
extra cost of transportation on these notices are figured in. 

Some retailers have as many as twenty to thirty dif- 
ferent letters made up on these special printed types of 
notice mentioned above. Others take only the first three 
to five steps and from then on, use the multigraphed letter. 

In this connection, it might be stated that there is a 
difference in the mailing rules regarding printed notices 
and imitation typewritten notices so far as the lc mailing 
rule is concerned. With the printed type of notices, there 
is no ruling as to the exact number of forms of various 
types that can be included in the 200 mailing rule, but in 
the imitation typewritten form, there must be at least 
twenty of each notice included. In other words, with the 
imitation typewritten letter only ten different notices of 
twenty each can comprise the 200, whereas with the 
printed notices, the limit is 200 of any mixture from one 
up to 200. 

We might state at this point that there are any number 
of methods for even small stores to get the required 200 
to mail out with the Ic rate, as compared with the 114c 
rate for less than 200. 

Every store has or should have a schedule of dates for 
delinquent notices and by combining the notices for both 
open and installment accounts, can easily group 200 
notices on certain days of the week. 

Some stores have gone to the “even day” dating scheme 
which cuts the dates to 15 per month. Others have made 
their dates the 5th, 10th, 15th, 20th, 25th and 30th or 
gone to the 10th, 20th and 30th. 

By working in your second, third and fourth notice 
dates to the same date as the first notice, combinations are 
achieved which make this 1c saving possible. 

With this original bill of 


50,000 notices 40 per cent suburban 3c and 60 


per cent local 2c, the cost is $1,200 

50,000 notices @ lc 500 
Saving $ 700 

50,000 notices $1,200 
50,000 notices @ 1\%e 750 
Saving $ 450 


(Continued on page 31.) 
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A PROVEN 


Collection Tool! 


What? In 3 Years 


Colvelope Has Grown from 


One customer and an order of 10,000 col- 
lection letters to 


customers in Florida — Seattle — 
Maine — and California — with 


a monthly production approximating 1,000,000 


Where? pum 


Department Stores 
Finance Companies Furniture 
Industrial Companies Florists 
Personal Loan CompaniesJewelry 
Public Utilities Radios 

Washing Machines 





Retailers 
Auto Accessories 
Credit Clothing 





From first to last steps in collection. 
(customers use as high as 25 different 
letters) 


When? 


H ? Collection work is 85% repetitive. Practi- 

Ow: cally all customers RESENT “personal col- 
lection letters.” 
Colvelopes are used for every type of col- 
lection letter from first reminder, a 3 
broken promises, collectors’ calls, 8s. F. 
checks, cancellation of accounts to and in- 
cluding legal action. 








Colvelopes reduce outstanding receivables. 

Cut postage costs ONE-HALF to TWO- 
THIRDS. 

a ~ “enemas time-taking clerical opera- 
tions, 

Eliminate typed and multigraphed letters 
costing 5c to 25c each. 

Neat appearance. Look yours over just be- 
fore mailing. 


Extend courtesy of return envelope to cus- 
tomer. 


Why? 





Colvelopes are used by three large office 
appliance companies—Remington, Royal and 
Underwood. Largest department stores— 
Bamberger, Bloomingdale, Gimbel, Lytton, 
Hovey, Donaldson, Golden Rule, Joske, 
Titche-Goettinger. Chain clothing such as 
National, King, Levy. Banks all over the 
country as well as public utilities. 


waitin | COLWELOPE | 


Who? 











Is ENTITLED 
TO 
BOOK 
OF 120 
COLLECTION 
LETTERS 


FREE 
ON 


REQUEST 
BELOW 








POMEBROY'S, Inc 
oe em 
o 


Tee laperianes of cent res| payments 


Sines ve received as renpense v6 
<r reTent eotion, ae semeniane 
payment Fill be grestiy anpresiot ed. 



































WASSELL ORG. 
342 Madison Ave., New York City (5) 


Please send me full information on Colvelope. 


Address 


Number Open Accts. -~--..-- Number Installment Accts. ~....~- 


15 


























Comparative Collection Percentage} - 













































































































































































DEPARTMENT STORES DEPARTMENT STORES WOMEN’S SPECIALTY FURNITURE STORES : 
DISTRICT (Open Accounts) (Installment A ts) STORES (Installment Accounts) 
cone 1939 1938 1939 1938 1939 1938 1939 1938 

Av.| HI} Lo.| Av.| HL| Lo.] Av.| HL] LO.] Av.| HL| Lo.] Av.| HL | Lo.] AV.| HL] LO.] Av.| HL | LO.]} Av.| HL | to, to. 

Boston, Mass. 509|65.9|42.9/50.8/62.8/42.1 915.7 | 25.3/14.6 116.1 |28.3)13.4]49.3)/61.0/43.2)/49.4 |58.0/436) — | —| —|] —|] —| - 564 
Providence, R. I. 06.7 SODAS 0ree.1 | Sc0ree! — | — | ~ T1226 SNI8E — im) mim) om) m2 8 — 1m OTe - 

| Lynn, Mass. 57.0 |60.0|41.6|50.7|56.0)42.4) —| —| —}—}|}—|—F-}] —] — |] — |] — I om Fbb.6)]20.3)11.2710.9)17.5) 108 _ 
Springfield, Mass. 55.6|61.2|50.0}55.6| 60.7|50.5 118.6 /24.1/13.2]14.9|20.4| 95 1469/50.9/42.91/52.1/599/443) —| —| —]|]—-—|—-—|/—- — 
Worcester, Mass. 46.9|49.2/44 8146.8 | 49.2)42 4121.2) 26.7) 15.7) 21.1|25.0/17.2]40.9| 458|36.0)397|405)390) — | —|} —] —]}] —| - - 
New York City 47.9/|59.4/39.9149.0/| 63.2) 42.01 19.2) 26.4) 12.61180/25.3)1 1.7144. 1) 52.0)35.7141.4)51.7|38.6) — |} —| —|—-—|—-|- - 
Pittsburgh, Pa. Sel (itt) ieee ice Wired ttl ical et Mi el Me i te Wt te tel te tel) tee el tee teed Gd) - 
2 Reading, Pa. 56.1|57.3|52.9}53.7|/547/53.0] — |225) — | — |213) — | — |520| — | — (324) — J109)11.5)10.2710.0/11.0/ 90] Bn — 
Syracuse, N. Y. 39.6/44.6|34.41 41.6) 43.7 |39.6116.1 | 188)16.0 | 19.2) 20.1) 14.9 145.8) 46.7 |45.0144.4/468 |420] — | —| —] — jI10) - a 
Utica, N. Y. 35.0|38.5131.5135.4, 355/300) — | —| —} —| —| — |] — | — | — 4410)48.4/35.6911.5) 12.6) 9.0 | 11.0)1 1.8) 107/380) 33. 
Washington, D. C. Ol.7 ae oases Cree ise. thine izeolle.slesleeltem ~ 1m) oO aaa adi a) a2 a) oe = 
3 Huntington, W. Va. [57.6/57.9/57.3|57.9) 60.6/55.1 713.1} 14.8/11.4)8.4 | 87 | 807 — /31.1) —] — |307) —] —]}] —] —] —-]7.9/] - - 
Baltimore, Md. 43.7/|50.5|36.4]43.2|50 8 (35.6 117.8 |25.5)110116.1 l24 3) 96 41.0/430(35.5 406}360|366) — | -— | -—|-|-|- _ 
4 Birmingham, Ala. 43.2) 47.2|38.2] 42 3 46.0]37.6}17.2/18.3| 16.) | 16.6]17.8)15.8)47.7 | 51.0}44.5]43.6)44.0/43.3]11.7)12.2)11.2}10.5)109/10., - 
Atlanta, Ga. 34.1/38.2/30.1)33.6/35.6 (31 7 $14.2) 15.4|13.0113.6/14.0/ 13.3 34.0 (35.5 (32.6 [32.7 |34.5/30.9 [10.7 {11.0 /10.3/10.2/1 1.0) 94 = 
Kansas City, Mo. 70.5 |74.6|66.3} 72.1} 76.8 }67.4319.6)22.3)16.6)19.5) 21.2) 17.9156.9 | 66.0 |50.0}55.4)60.1|46.4) — |14.7) — |] — }134} - ~ 

5 St. Louis, Mo. 52.5|61.5|46.4 | 50.9|59.5/45.6/20.3/ 25.2/17.7 “ 22.2) 15.4445.1|52.2/40.8/48.5/52.4/42 5) — (21.0) — | — /17.8) - 0) = 
Little Rock, Ark. 398/435 (39.1140.4|40.5|40.3] 289) 30.0) 20 9)23.228.2)183) — | —| —| —|—|— | — j10.0| — | — |100) —] m6) — 
Cleveland, O. 475/54. 43.8] 44.4) 50.0/38.3719.5/29 3) 13.4] 16.5/229)124 1444 |475|30.4)457/48.4/40.4710.4/11.7) 85) 84 | 87 | 7.9 381/27: 
Cincinnati, O. 49.6|54.6|46.0148.2/55.7/38.2116.6/ 41.0) 12.6}17.2 | 28.0/11.7148.1|/57.4/41.1]48.6/54.7/422] — | —| —] —| —| — 4934 
Columbus, O. 48.3) 49.2) 47.0) 43.1|49.5)42.0115.1) 16.2) 14.1113.6)14.0)13.31396/51.7|27.5]448) 47.6) 38.91 23.6 | 36.5 |10.5 |24.0|38.0)100 - 
Toledo, O. 47.4|53.4|44.3) 460) 485/414118.8)20.3)17.3/16.3/18.8)13.8)45.0|54.3)3701389|50.0)270} — | —| —] —| — |} — 437/29. 
6 Youngstown, O. 42.5|44.2)40.7}39.2)40.0/38.4 | 15.8 (16.0 | 15.5 [13.7 | 14.6) 12.7436.2|5 1.1 }25.2]33.6 | 48.8)18.37 14.5) 15.1 )13.7 911.5) 123/110 -_ 
Detroit, Mich. 55.8) 68.2|44 2)50.3|63.7 |37.8 | 23.3] 27.7 | 15.7 | 20.2) 25.0) 13.2448.6/54.7/27.1}46.0/55.2)203) —| —| —]}] —| —| — }4gii26 
Grand Rapids, Mich. } 49.6|52.2/48.2/42.9|45.8/40.4) — | — | — | —| — | — ]38.7/51.0/26.4]40.1/63.0)259]19.1/20.4/17.8 |16.2/23.4) 124 ~ 
Milwaukee, Wis. 45.8151.7 |40.51446/50.7 | 41.4419.6|21.3/18.1}20.2/)23.6)17.31438.7|/520\/255) — |54.1) — | 98/117) 92] 9.3/12.3) 88 34) 
Springfield, Il. * 34.0) 50.6|15.0/34.5/53.0)168] — | —| —}] —| — | — ]324/35.8/290/335 |/37.9|29.0]223)28.0/12.4119.5| 306) 90 8) 30. 
Duluth, Minn.° Se a es ey ey ey ey es ey ee ee ey ey ey es es ey ey ee 
St. Paul, Minn. 54.3}56.2 | 51.7 |52.5)59.3 /37:5 $18.9 |220)14.3) — | — | — ]41.8)49.9)32.0138.3/48.0)320) —| —|} —}| -—| -|- - 
Minneapolis, Minn. [66.1/69.3|/62.9/63.6/69.1/61.2 $20.3 | 25.7 | 15.2 | 20.3)25.3/14.0§585/59.1/579}53.9/55.7|/52.1] — | —| —] —|9.3| ~] @li- 

4 Davenport, Ia. 52.5) 54.7) 50.4] 53.2}56.0/50.3917.5|18.2)16.9 }184/204)163} — | — | — | — |] — | — 919.8199) 19.7 }15.0/15.7 114.3) #0) — 
Cedar Rapids, Ia. SIAls2 cidade Siee.0 ea0 ten. les.2ilo.9120mel-Cizees — | ~— tm eam nm ama cd aml Oe ad) ae - 
Des Moines, la. 38.7 |49.2/36.2/34.5/483/3i.2) — j11.5) — | — |11.0) — $502) 53.0/47.3)46.5/505)446) —| —| — |] —| -—| - - 
Sioux City, Ia. 44.1|45.0| 43.3]40.4/46.0/39.3]18.0 |22.1|/150117.6/20.3)14.9] — |400| — | —|400; — | — /196} — | — |170| - ~ 
Omaha, Neb. — |488) — ‘| — |46.a — |] — |13.9) — | — 129) — $429)46.1| 41.1140.3/41.1)390] — | —|] —] —j|] -j- Ln 
8 Tulsa, Okla. 54.1/55.8| 53.0} 54.9/58.1/52.0120.2|24.5)14.2/16.9/19.5|15.21449/46.7/430/467/528)406) —| —| —] -—| -|- - 
San Antonio, Tex. 40 8) 45.2/38.11447|46.8/36.5] 12.6)14.2) 11.1 }11.8)13.7| 9.9 143.4) 49.1 | 40.0)44.0)48.0141.3) 141 )117)108) — )12.6 — 3 - 
Denver, Colo. 419|46.1/38.2142.1| 43.4 | 38.7113.2/14.3/12.2112.9| 14.7 |10.7 140.1/41.9 |38 2] 40.6) 42.5/38.77105/11.8| 921 92/100) 85] en — 
9 Salt Lake City, Utah” | — | — | — |524/56.2/473] — | —| — ]237/278)1I91} —| —| —}—]|]—|]—]J-—-|]—|]-]-|-I- - 
Casper, Wyo. — |1035) — | — 116) —F —| —| —]}] —] —]| — Ff — j26.0) — | — 1300) —}F —| —| —|-|-|- a 
10 Portland, Ore. 41.6| 60.7|37.1|39.4|59.6/34.4]15.0/17.5 [14.7 |13.6]17.2|13.4]38.1| 44.0/36.9 |37.2/46.0/36.9) —| —| —| —| —| —|¥MRhb2 
Spokane, Wash. 51.9) 54.0)499 | 46.0 | 49.3) 42.7113.4| 14.8)12.0] 14.0) 16.2/11.9139.8) 50.0/29.7/38.8) 460/316) —| —| —] —| —-|- i — 
Suien — 47.2|55.7 |37.5147.9|54.5/37.4 120.6|31.5 |14.9 | 19.0|26.2/ 13.9134.9|49.8| 28.4134 .5/47.0 |26.5119.4/31.9/11.2]17.7 | 25.8) 98 - 
iN Los Angeles, Calif. |63.0/70.5/52.1/60.8/644/48.5118.2| 194/166 [17.1 |20.3) 16.0 [53.5|56.1/51.0/53.3/55.1/515) —| —| —]| —|—|- - 
Santa Barbara, Calif. |53.9| 659/42.7/509/60.1/399] — | — | — | —| — | — 452.0/67.0/43.6] 58.6) 690/41.8) —| —| —] —| -—|- — 
Ottawa, Ont. —}—| —-} —-] —-}) — FP — I] Hp ed ed nd rd ed rd KH rd dd KP 190] — | — 190) KK 
12 Vancouver, B. C. — |50.4) — |63.2/65.0/61.5] — |25.6| — |22.2)28.3/16.2] 40.0/50.0/30.0] — |46.8| — 117.0|20.0| 140] — |20.0| —jamMige 
Victoria, B. C. 63.4 |64 4/62 5) 63.1|/64.9) 61.4) 21.1) 26.1) 16.1)224)286)16.2) — | —| —|—|]—|—]J—| —| —|—|-I-IFl- 

© 1939 Figures not received at press time ° Installment 2Laundry 5Lumber "Fuel < 
*® Open and Installment accounts combined ‘Furriers SHeating ®Paper and Paint “Cleaning and D 13 
ee  Forty-Nine Key Cities Cooperating with the Research Division-Ge Ur 
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ES MEN'S CLOTHING AUTO ACCESSORIES, enieines satiaies 
Y STORES STORES SHOE STORES TIRES, GAS AND OIL . 
1938 1939 1938 1939 1938 1939 1938 1939 18 
10. | Lo. | AV. | HL | LO. § AV. HL LO. | AV. | HL | LO. AV. | HI. | LO. | AV. HI. | LO. § AV. HL | LO. | AV. | HL | LO.| AV. HL | LO.] AV.| HL | LO. | 
Y —Telbp 56 |58.7159.9157.6] — [54.2] —] —|555| — | — leoal — | — [59.2] | —| —| — | — | — | — 9.0 le7.0rlao0ees.1 |700z\s5, 
1-18} —-]—|—| —] — lagi] — | —|aaol — |] —| —| —|s16}se4|s09) — | — | —| —|e47| — |50.4]/7952|350%525|7702/35 
sion) My —| — lro3s3 —-| —| -|-| -| -| -] -] -| -] -| -| -] -| -] -—] -] — | — ]60.0]/7662}35.0955.0|73.67}44: 
IE} -| —| —| —| - Jase! — | - laz2] — | — |570} — | —|595] —] —| —| —| —| — | — |v072/e247\5097] 6582 7707/5462 
IE) -}—| —| —] —|arol| — }490/ 610/370} — |47.0| — | —|460| — | — {529} — | — |46.0| — ]62.3|¢009 44047300 |77.4714402 
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OBODY seems to know exactly when they com- 
N menced to write letters. Prehistoric records tell 
us messages were carved on tablets of stone. If 
this is true and Mr. Farley had lived in those days, he 
would have to have added a few oxcarts to his delivery 
equipment. I don’t remember on what substance mes- 
sages were transcribed at the time of the creation. Maybe 
it was fig leaves. In the colonial period of this country 
we heard much of parchment and the goose quill. 


My earliest recollection of letter writing goes back 
more than half a century when I was employed as office 
boy in a New York produce commission house. All letters 
were written longhand with pen and ink. If copies were 
desired, special copying ink was used and impressions 
made in tissue paper copy books made for that purpose. 

This was accomplished by placing the original letter in 
the book, turning over a page of tissue and placing a damp 
cloth on top of it. The book was then closed and placed 
in a press and allowed to remain long enough for the ac- 
tion of the dampness of the cloth to act on the ink through 
the tissue, leaving the exact impression of the letter on 
the tissue. They didn’t write so many letters in those 
days, and maybe it was just as well. 


Present Methods 

Writing machines, shorthand and other improved meth- 
ods have changed all this. With all of these improve- 
ments, letter writing has been made easy—so easy in fact 
that with some men it has become an indoor sport. It has 
created a race of ego-dictators. Picture the “big shot” 
saying to his stenographer, ‘Take a letter.” Either re- 
clining in an upholstered swivel chair with his feet on the 
desk or pacing up and down the office, he proceeds to 
gargle his dictation through a cigar stub, trusting im- 
plicitly in his amanuensis to compose, transcribe and pro- 
duce a presentable and acceptable epistle. 

He’s the guy that’s always in conference, can only be 
seen by appointment, goes out early to play golf and 
leaves his letters to be signed by his secretary who affixes 
a rubber stamp, “Dictated but not read.” To my mind 
that is not only in bad taste, but disrespectful to the per- 
son or firm addressed. In my opinion a letter, even 
though typed, can and should reflect the sincerity and 
personality of the writer. 


Letters Hard to Write 
There are two kinds of letters which to me seem dif- 
ficult to write: First: The one to a prospective customer 
declining to extend credit. This letter usually starts out 
something like this—“‘We greatly appreciate your inquiry 
but regret that we have been unable to obtain sufficient 
information to open a charge account for you.” As a mat- 
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On Writing Better Letters 


By CHARLES R. ROSS 
Credit Manager, Philadelphia Coke Company, Philadelphia, Pa. 





ter of fact, in some cases, you have obtained too much in- 
formation. When you write this kind of a letter you 
sometimes feel like a liar and a hypocrite. 

Second: The other letter I refer to is one of the collec- 
tion variety, where you try to preserve your equilibrium 
and use “sweet” language and diplomacy, when you feel 
that you would like to murder the debtor in cold blood 
and suspend his credit from Kalamazoo to Kamchatka. 
Now, if anyone can submit a substitute form letter which 
will alleviate the mental anguish inherent in such letters, 
I am sure every credit man will offer thanks and sub- 
scribe liberally to a lasting memorial to him. 

Salve: There’s another kind of letter I don’t like. | 
don’t like to receive them and I try not to write them. 
They are what I call “salve” letters, they seem to drip 
and drizzle with flattery. It is right and proper to express 
gratitude or appreciation in a mild way, but don’t spread 
it on too thick—so thick that it becomes transparent and 
somewhat nauseating to the recipient. 

I was reminded of this recently when a woman applied 
for credit. As a reference and recommendation she en- 
closed a letter from what would be called by the profes- 
sion an unethical dentist who has commercialized his busi- 
ness by advertising extensively and offering to extract and 
regigce teeth with a small down payment and the balance 
in thly installments. 






arently, by dint of hard work and thrift, the client 
had managed to pay the last 50c installment on her store 
teeth and he had sent her this letter, which was a master- 
piece, complimenting her 6n her perseverance in paying in 
full and inviting her, other members of her family and 
friends to call whenever in need of his services. Her rec- 
ommendation was all that was necessary. (More “salve” 
in a slightly different form, but this old girl evidently 
fell for it.) 

What would have happened if she hadn’t paid is a 
matter of conjecture. Perhaps the dentist would have re- 
possessed his “merchandise,” reconditioned them and of- 
fered them to another and a safer risk. 


Conclusion 


When we write a letter, I believe we should first know 
definitely our main objective. This having been decided, 
let’s concentrate and confine ourselves to the subject. 
Courtesy, of course, is essential, but brevity is also desira- 
ble. Full page letters are an abomination, when a para- 
graph of three or four lines would convey the thought. 
“Stereotyped” and stilted expressions should be avoided as 
superfluous. 
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ECAUSE we believe it will be of consider- 
able interest to our members in the United 
States and Canada, we are reprinting in full 

a letter received from the Credit Manager of 
Bradlow Stores Limited, Johannesburg, South 
Africa, a new member in this Association. The let- 
ter follows: 

On page 12 of your official publication, The Crepitr 
Wor _p, for January, 1939, we note that you comment on 
our newly acquired membership in your Association and 
as, presumably, we are the first members in this part of 
the world, we thought perhaps your members might be 
interested in some of the difficulties confronting com- 
panies doing retail credit business in the Union of South 
Africa and our next door neighbor, the colony of Southern 
Rhodesia. 

For this reason, we are sending you a little article on the 
subject which you might find of interest to your members. 

I was particularly inter- 
ested to read the answers to 


A Letter from Our Member in South Africa 






cellent publication. We have endeavored to get a maga- 
zine such as this for some time and have written to most 
of the well-known publications in America and also in 


Great Britain but we find that yours is far superior to any 
of them. 


I wonder whether you would be good enough to send 
us another copy of the January issue and also two copies 
of the February and March issues. As soon as you inform 
us what the charge for these will be we will forward a 
remittance. 

Naturally, this member’s requests have been 
complied with and we hope that, in the near fu- 
ture, we will have a new National unit in Johan- 
nesburg with the Bradlow Stores Limited as the 
nucleus! 

er 

Don’t forget the dates of our “Golden Gate” National 

Convention at San Francisco—June 19, 20, 21, 22 and 23. 





your question in the “CreEpIT 
CuInIc,” of whether it is a 
wise step to discontinue the Pa — sepa 
sending of advance notices on 

installment accounts. 

We have for a long time 
been considering this question 
and have decided that the best 
way to educate customers to 
pay promptly is by writing 
them a “welcome’’ letter. 
(Reproduced at right.) 

Of course, in this country, 
the public is not as well ac- 
quainted with the advantages 
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of prompt payment as it is in “a nme ot gives us a great deal of pleasure to note that you have opened an instalment 
| United S d PRETORIA, TH. account with us and we can assure you of our appreciation for your action in placing 
the nite tates and our your order with this firm. In order to further our mutual goodwill, we would suggest 
difficulties are somewhat dif- ° to you the following points in connection with this account :— 
fer ‘ Kvoonstad Branch INSTALMENTS: Your instalments are, as you know, £ per 
mt Perhaps, however, —— and these fall due on the of each It will greatly assist 


you might find our letter to 
be of interest. 

At the same time, I should 
like to know whether it 
would not be possible for us 
to use some of your figures 
and to use these for our own 
purpose in order to educate 
our customers as to the ad- 
vantages of prompt payment. 

Of course, in our case, we 
would have to translate the 
figures into the other official 
language of the country, 4f- 
rikaans, and for this reason 
we wonder whether you 
would give us permission to 
copy these ideas and have 
them printed ourselves. 

I should also like to com- 
pliment you on your ex- 
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us if you pay these instalments on the date arranged, as this will facilitate the book- 
keeping in our Counting House. 

REFERENCE FOLIO: We are also enclosing a Folio Card from which you will note 
that your reference folio in our books is If you will produce this 
whenever you are making a payment, or refer to your folio number when posting 
remittances or writing to us in connection with your account, if would ensure your 
payment being placed to the credit of the correct account. 


CHANGE OF ADDRESS: You may change your residential address from time to time 
and in this connection it would save a great deal of trouble if you would notify us of 
your new address, also the name and address of your landlord, so that we may have 
this information on our books for record purposes. 

DIFFICULTIES: I{ there are any particular problems confronting you with regard to 
your account or in connection with the goods you have purchased just recently, we 
should like you to bring these to our notice and we can assure you that they will 
receive immediate and sympathetic attention. In accordance with our friendly 
service, all your difficulties and complaints will be courteously attended to. 

In conclusion, we must once more thank you for the order you have placed with 
us and trust that you will be as satisfied with the treatment you have received from 
this firm as the many thousands of customers who have purchased from us previously 
Upon our side, we are confident that your payments will be made regularly and that 
your account will be satisfactorily conducted. We are confident also that this order 
will be the forerunner of many others which you will place with us. 


Yours very truly, 
BRADLOW'S STORES LIMITED. 


© All Communications to be addressed to the Company and not to individuals 











District Conferences - - Past and Present 


HREE District Conferences have been held since 
| the last report: The Joint Conference of Districts 
Five and Thirteen in Indianapolis, March 19, 20 
and 21; the Joint Conference of Districts Three and 
Four at Jacksonville, Fla., April 16, 17, 18 and 19; and 
the Annual Conference of District Nine at Colorado 
Springs, Colo., April 24 and 25. Two more Districts 
(One and Eight) will hold their Annual Conferences 
this month while Districts Ten and Eleven will hold their 
annual meetings in conjunction with the National Con- 
vention in San Francisco in June. Reports follow: 
Districts 5 and 13 at Indianapolis 

The Fifth and Thirteenth Districts held a Joint Con- 
ference at Indianapolis, March 19, 20 and 21 with 432 
delegates registered. An outstanding program was pre- 
sented. Among the speakers were Herman B. Wells, 
President of Indiana University; President Moorman 
of A. C. B. A.; and General Manager-Treasurer Crowder 
of the National. 

Newly elected officers of District Thirteen are: Presi- 
dent, C. L. McCalip, P. A. Bergner Co., Peoria, III. ; 
Vice-President, E. §. Lewis, Harry S$. Manchester, Inc., 
Madison, Wis.; and Secretary-Treasurer, Allison P. 
Koelling, Merchants Association, Indianapolis. Directors: 
John W. Waterfall, Fort Wayne, Ind.; Roy Short, Mil- 
waukee, Wis.; Harold West, South Bend, Ind.; Harry 
Dreis, Chicago; John F. Raney, Indianapolis; and H. N. 
Johnson, Peoria, III. 

* * 7“ 
Districts 3 and 4 at Jacksonville, Fla. 

The Joint Conference of Districts Three and Four 
(the old Southern Conference) was held at Jacksonville, 
Fla., April 16, 17, 18, and 19. Attendance was excellent 
and the program well up to the mark. 

Among the speakers were: 
Leo M. Karpeles, President 
of the National Retail Credit 
Association; Miss Marion 
QO. Brooks, President of the 
Credit Women’s Breakfast 
Clubs of North America; 
Frank T. Caldwell, Man- 
ager, A. C. B. of A.; Frank 
W. Norriss, Vice-President, 
Barnett National Bank, 
Jacksonville; W. C. Dur- 
ham, Jackson, Miss.; Hoke 
S. Wilkinson, Columbus, 
Ga.; Joseph H. Bergeron, 
New Orleans; Elmer A. 
Uffman, Manager of the 
Collection Service Division 
of A. C. B. of A.; Sidney 
Marks of Chattanooga, 
Tenn. ; Louis Selig of Baton 
Rouge, La.; and General 
Manager-Treasurer Crowd- 
er of the National. 

The Dixie Council of 
Credit Women’s Breakfast 
Clubs was well represented 


20 


and visiting delegates were honored at two breakfasts given 
by the Jacksonville Credit Women’s Breakfast Club and 
the Associated Credit Women’s Clubs of Florida. 
es 2 @ 
District 9 at Colorado Springs 

The Annual Conference of District Nine, at Colorado 
Springs, Colo., April 24 and 25, was pronounced a suc- 
cess by all delegates who were there. General Manager- 
Treasurer Crowder represented the National. Newly 
elected officers are: President, Harold Lieberthal, Kauf- 
man & Co., Colorado Springs, Colo. ; Vice-President, W. 
C. Currier, Casper Commissary, Inc., Casper, Wyo. ; and 
Secretary-Treasurer, Giles Foley, Denver National Bank, 
Denver, Colo. Directors: Chris Jensen, Pueblo, Colo. ; 
Geo. W. Fry, Colorado Springs, Colo.; A. C. Wickham, 
Denver, Colo.; E. L. Carney, Gallup, N. M.; L. W. 
Underwood, Ogden, Utah; Alex J. Jex, Salt Lake City 
(retiring President) ; and C. V. Shaw, Denver. 

Over 250 were present at the annual banquet, 50 of 
whom were from Pueblo. After the banquet, delegates at- 
tended a hockey game at the Broadmoor Ice Palace, as 
guests of the local association. 

* * * 
District 1 at Swampscott, Mass. 

The 18th Annual Conference of the Retail Credit 
Granters of New England (District One) will be held 
at Swampscott, Mass., May 15 and 16. 

* * * 
District 8 at Galveston 

District Eight (Texas) will hold its Annual Confer- 
ence at the Buccaneer Hotel, Galveston, May 21, 22 and 
23. This will be under the auspices of the Retail Mer- 
chants Association of Texas, the Texas Retail Credit Bu- 
reaus and the Associated Retail Credit Men of Texas. 





Air photo showing a portion of the famous Galveston Beach. 
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TILL holding its stride, New York City is coming 
S down the “home stretch” in first place in the Na- 
tional membership race. Spokane continues in sec- 
ond place and Los Angeles in third place. Washington, 
D. C., regained fourth place while Houston has moved 
up from ninth place to fifth place. 
Local units reporting 10 or more new National mem- 
bers for the period of June 1 to April 30 are: 
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*New National Units since Convention. 


* * 


Spokane Conducts Own Membership Contest 


The Spokane (Wash.) Retail Credit Association is con- 
ducting a membership contest of its own in the form of a 
spring drive. ‘Two membership teams are in the field: 
The “Dead Beats” and the “Charge Offs.” 

On April 17, the “Dead Beats” were leading. At that 
time 28 new members had been obtained in the spring 
drive and it is hoped to add a total of 40 new members 
before the membership contest closes! 
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National Membership Race Now in 
“Home Stretch”! 


Last Call! 


New applications, with dues attached, must reach the 
National Office by May 31. Otherwise they will not.be 
included in membership results for the fiscal year ending 
May 31, 1939. Prizes to be awarded at the San Fran- 
cisco Convention in June, as announced in the November, 


1938, Crepir Wor LD, follow: 


Cash Prizes 


Four prizes of $25.00 each (to be applied on Conven- 
tion expenses of the winners) : 

1. To the local chairman in a city of under 50,000 pop- 
ulation reporting the greatest number of new National 
members. 

2. To the local chairman in a city of 50,000 to 100,000 
reporting the greatest number of new members. 

3. To the local chairman in a city of 100,000 to 500,- 
000 reporting the greatest number of new members. 

4. To the local chairman in a city of over 500,000 re- 
porting the greatest number of new National members. 

In addition, there will be a cash prize of $25.00 award- 
ed to the State Chairman reporting the greatest number 
of new National members. (This prize is also to be ap- 
plied against Convention expenses. ) 


Pen and Pencil-Clock Sets 
Two pen and pencil-clock sets will be awarded: One to 
the bureau manager with the most outstanding member- 
ship showing; and one to the credit executive with the 
most outstanding membership showing. 


Individual Prizes 
A Parker Vacuumatic Pen and Pencil and Clock Set 
will be awarded to any individual member reporting 
fifteen (15) or more new National members. Each ap- 
plication must bear the name of member securing it or, if 
reported through a local association, his name must be 
shown in the letter. 


Gavels 


Three gavels will be awarded, one each to the three 
(old) associations reporting the greatest number of new 
National members. 


Trophies 

Trophies will be awarded: 

1. To the largest local association in proportion to 
population. 

2. To the largest association organized in the United 
States during the fiscal year ending May 31, 1939. 

3. To the largest association organized in Canada dur- 
ing the fiscal year ending May 31, 1939. 

4. To the association having the largest number of 
delegates in attendance at the San Francisco Convention. 

5. To the local association whose delegates travel the 
greatest aggregate mileage to attend the San Francisco 
Convention. 


The Inside Story of 





Collection Agency Rackets 


ISTINGUISHED from a legitimate and. neces- 
iD sary form of collection agency which actually 
performs a valuable service for its clients, there 
is an unscrupulous “long-distance” type of agency which 
swindles meat dealers of thousands of dollars annually, 
besides ruining their trade, says Meat Merchandising 
Magazine in a recent article. Such agencies, numbering 
several hundred throughout the country, constitute some 
kind of giant commercial octopus, victimizing merchants 
within its unscrupulous grasp, not once, but many times. 
How this type of collection agency works is exemplified 
by the following experience of a meat dealer residing in 
a small community. 


Operation of Agency 


“How would you like to cash in your delinquent ac- 
counts ?” 

John Clayton, owner of a thriving meat store in Chil- 
ton Falls, Wisconsin, looked up from the bundle he was 
wrapping and surveyed the newcomer with interest. The 
visitor was a dapper, smooth-spoken young man, attired 
with expensive clothing and impressive brief case. 

In truth, Mr. Clayton, in common with most dealers, 
had numerous accounts, totaling around fifteen hundred 
dollars, which he was quite anxious to liquidate. These 
included the debts of present and past customers, some 
delinquent for as much as three years. A few polite 
“please remit” duns had failed to bring results, and he 
had despaired of collecting at all. 


Local Attorney Suggested 


Someone had suggested that he give his accounts to the 
local attorney, but he had decided against this, fearing 
that his debtors would become antagonized. He sus- 
pected, also, that attorneys’ fees would be prohibitive and 
absorb the full amount of the debts. That is why he was 
attracted by this new offer. Did this young man have a 
solution? Was there, within that overstuffed brief case, 
a plan enabling personal, tactful collection of his accounts, 
and with minimum cost to himself ? 

The visitor assured him in the affirmative. “Give us 
your accounts to collect,” he stated, “and we guarantee 
you immediate results, personal and tactful debtor con- 
tact, and the backing of a $300,000 organization with far 
flung facilities. . . .” 


Proof of Honesty 


Did Mr. Clayton doubt that? Did he want proof? 
Presto, and sheafs of paper are yanked from the brief case 
and brought into action. There were testimonial letters, 
there were legal certificates, there were statistics galore, 
and there were cancelled checks, made out in large sums. 
These all proved that the company conjured fabulous 
amounts from toughest accounts and that, among its cus- 
tomers, were many prominent organizations. One or two 
letters even contained gushing praise on how the agency’s 
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“Milk of Kindness” had helped persuade debtors to re- 
sume patronage. 


Which all sounded okey doke. . . . 


Except for the fact that Mr. Clayton wasn’t born 
yesterday. He had heard and seen things. For example, 
just recently a fellow meat dealer had informed him that 
one agency had collected all the money and not returned 
a red cent; that they had antagonized his customers with 
their blunt manner of contact; that, in fact, he was con 
sequently out both his customers and money. 


Clayton Dubious 


“Frankly,” Mr. Clayton continued, “I can’t see how 
you can do me any good. After all, you are located sev- 
eral hundred miles from here. How, then, can you say 
that you will give me a ‘personalized’ service and collect 
these accounts tactfully ?” 

The solicitor had listened indulgently. He had nodded 
with sympathy at Mr. Clayton’s recountal of his neigh- 
bor’s mishap at the hands of a collection firm. He ap- 
peared serious when challenged regarding ‘personal 
contact.” 

“Ah,” he exclaimed, “I grant you that there are some 
unscrupulous concerns; but NOT US. Surely, just be- 
cause one lawyer is unscrupulous you wouldn’t blame all ?” 


Personal Contact 


“For example,” he pursued, “our concern operates 
through personal contact only. As soon as you have listed 
your accounts a crew of trained adjusters will arrive in 
your territory. They will consult personally with you, and 
then go about to see each and every one of your debtors. 

“These debtors are all interviewed in a polite, diplo- 
matic manner. If they obviously can’t pay in full, a 
budget system is adapted to their circumstances. For 
example, if deemed necessary such small payments as 50 
cents a week are accepted. 

“We go even further,” the salesman enthused. “Pos- 
sibly the debtor hasn’t ready cash to pay in full immedi- 
ately, but can put up good security. If so, we will accept 
his note which need not be paid for from six to ten 
months; however, we will pay the client a lump sum 
covering the full amount immediately. 

“And thus,” he continued, “things work out beauti- 
fully all the way around. The debtor gets a much- 
needed extension, the client gets his money at once, and 
the agency will get paid sooner or later, consequently,” 
he smiled, “everybody is happy.” 


Impressive Sales Talk 


Mr. Clayton is becoming impressed. This, indeed, 
sounds pretty good. It is the type of collection service 
for which he has always yearned, but which he figured 
improbable. Certainly if his accounts could be collected 
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so simply, and if, in addition, he could maintain the good- 





will of his debtors and townspeople, then why not? 


However, there were one or two other problems which 
bothered him. 


Merchant Extremely Careful 


‘How about a contract?” he queried. “Do I have to 
bind myself in any way? Then again, how do I know 
that you won’t keep all the money that you collect?” 


Neither of these challenges flustered the salesman. Con- 
tract? Of course there was no contract to be signed. 
The customer need merely sign a list of his accounts at- 
testing their accuracy. 

Keep the money? Absurd! The agency specifically in- 
structed all debtors to pay directly to clients and, in ef- 
fect, clients received more than 95 per cent of payments. 
In unusual cases where the agency received payment, set- 
tlement would be made immediately with client. 


“Can’t Possibly Lose”’ 


“Why,” the solicitor continued, “you can’t possibly 
lose. Here is our Fidelity Bond which assures you abso- 
lute indemnity against all legitimate losses incurred from 
our concern.” He shoves a legal-looking, beautifully- 
embellished instrument before Mr. Clayton’s eyes, bear- 
ing the signature of some impressively titled fidelity com- 
pany. 

Confronted with such indisputable facts, Mr. Clayton 
helieves that the proposition seems fool-proof. He can’t 
see any loop-hole where he might lose. In fact, he sym- 
pathizes with the collection firm, since he’s sure that they 
are going to lose their shirt on the proposition. 

“How about your fees?” he inquires. “How much does 
it cost me for hiring you to collect on my accounts?” 


Collection Fees 


The salesman smiled a great smile. ‘“That’s just it!” 
he enthused. “It doesn’t cost you a brass penny. You 
don’t pay a cent unless we collect, since we operate on a 
‘no collection—no charge’ basis. We put out our own 
expense and take our own risk; a nominal charge of 25 
per cent is made on accounts that we collect only. 

“Not only that,” the man continued, “but your ac- 
counts are returnable to you within 60 days if you don’t 
care for our service. In that way you are not risking 
anything, but you stand to gain much.” 

Mr. Clayton agreed that it all sounded reasonable ; 
unusually reasonable, in fact. His heart swelled with 
enthusiasm over the merits of the proposition. He visual- 
ized his defunct accounts suddenly becoming transformed 
into good, usable cash. 


Account Clinched 


The solicitor then proceeds to clinch his deal, by sum- 
marizing his sales talk. ‘We give you a personal call 
collection service that you couldn’t possibly afford to 
operate yourself; we actually help you to get more busi- 
ness; we do not write harsh letters; we encourage people 
to pay direct to you; we finance slow but good accounts; 
and if we are not successful you don’t pay us a dime. Our 
service is offered on a strictly contingent fee basis. What 
more do you want?” 
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The visitor presented his argument with an inner en- 
thusiasm that bred conviction, and Mr. Clayton finally 
yielded. He brought out his ledger books which they 
went over carefully. The solicitor wrote down the names 
and amounts owed by delinquent debtors. 


Solicitor Lists Delinquents 


If Mr. Clayton is preoccupied during the interview, 
or called away by a visitor, it is swell for the solicitor. 
During the food merchant’s absence he jots down the 
names and amounts of people who are not “delinquent” 
but actually valued customers. They are somewhat slow, 
but ordinarily pay within a reasonable time. The solicitor 
is paid by the account, and the agency condones such 
name-lifting since these accounts are usually paid upon 
demand. 

Concluded, the solicitor asks Mr. Clayton to sign at 
the top. “Just to verify the correctness of the account,” 
he states. 

Mr. Clayton may or may not notice small type on the 
reverse side of the “listing” sheet. If he does, and directs 
it to the solicitor’s attention, his fears are pooh-poohed 
away with the explanation that it merely confirms their 
agreement that only 25 per cent is collectible on accounts 
actually collected, and that the accounts are returnable 
within 60 days. If Mr. Clayton takes the trouble to 
analyze the wording it does, in substance, seem to say 
that only. 


“No Extra Copy” 


Possibly Mr. Clayton may ask for a copy of the paper 
on which he has affixed his signature. The solicitor ex- 
plains that he doesn’t have any extra copy, and anyhow, it 
is entirely unimportant since it doesn’t bind him anyway. 
The solicitor then slips out, promising results shortly, and 
that a crew of collectors will be in the territory. 

Things happen fast and furious after that. Within 
three days the debtors are contacted. However, this is 
not done by trained, sympathetic adjusters in the client’s 
territory. It is done by court-threatening letters which 
demand payment under penalty of court action, adverse 
publicity, garnishment and other bleak consequences. 

The letters specifically instruct the debtor to pay the 
agency only. They threaten him not to pay the client 
under any circumstances, stating that his account has been 
“legally assigned” to them and is now out of the mer- 
chant’s hands. In fact, they say that although the debtor 
pays up to his original creditor, the debt remains unpaid 
as far as the agency is concerned! 


Client Protests 


The client immediately protests, and in most cases the 
agency ignores his letters. If they choose to reply, they 
refer his attention to the contract which he signed. He 
becomes apoplectic about the fact that he didn’t sign any 
contract; to quiet him, the agency sends him a copy bear- 
ing a photostat of his signature. Only then does he 
realize that the paper he had signed “merely to verify 
the list” binds him mind, body, and soul. 

A principal phase of the contract is the wording that 
“nothing the salesman says can be construed to bind the 
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agency.” The contract provides for a “minimum fee of 
50 cents” which (it develops) is deductible on all uncol- 
lected accounts. 


50 Per Cent Fees 


Provision is also made for “50 per cent fees’ where 
payment must be secured in installments or through 
“Attorney” intercession nonsuit. Since almost every 
debtor either pays in installments or receives a routine 
letter from the agency attorney, practically every account 
is so affected. 

Another “trick clause” is that full commissions are 
collectible on all accounts ordered dropped during the 
course of collection. It later specifies that an account is 
deemed as “dropped” where the client refuses to supply 
evidence of indebtedness. In other words, where the 
client refuses to send original notes, itemized statements, 
and other valuable papers, or to specifically fulfill every 
one of the agency’s recurring requests with regard to 
any account! 

The solicitor was correct when he stated that accounts 
are returnable within 60 days on request. Nevertheless 
this is qualified with the wording “not in process of ad- 
justment.” Whether or not a claim is in process of ad- 
justment is a matter for the agency to decide. In this 
way, they may retain accounts for as long as 4 or 5 
years—‘“‘client notwithstanding.” 


Statement Received 
Finally, in about 120 days, the client receives a “State- 
ment” showing the status of his accounts. Let us say 
that he has submitted 61 accounts totaling $1,200.00. 
Let us say, also, that the agency has collected from 24 ac- 
counts a total of $250.00. The statement he receives 
will be somewhat as follows: 


61 accounts submitted for collection, total $1,200.00. 

24 accounts collected by agency, total $250.00. 

50% for attorney action (not suit) and installments, 
$125.00. 

$2.00 minimum charge on 18 uncollected accounts, 
$36.00. 

25% on 19 accounts totaling $480.00 considered 
“dropped” because client neglected to send orig- 
inal notes, papers, etc., total $120.00. 

Client owes agency $281.00. 

Agency owes client $250.00. 

Net—client owes agency, $31.00. 


Muddled Situation 


Hence a muddled situation! The poor client finds 
that although his accounts have been collected, and al- 
though he receives not one cent from the agency for these 
returns, he does, in fact, actually owe the agency money! 

The above indicates the practices of the long-distance 
type of agency, remotely locatéd from point of contact, 
and whose chief stock-in-trade consists of suave, unscru- 
pulous salsemen. It indicates how meat dealers through- 
out the country are swindled of thousands of dollars an- 
nually—through misrepresentation, falsification, and even 
theft. 

The agency will take much pains, and resort to great 
artifice, in order to get accounts. Emphasis is placed upon 
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the portfolio which the salesman carries in soliciting ac- 
counts. This is packed with testimonial letters, received 
from concerns for whom the agency performed satisfac- 
torily during the first few days of contact—in order to 
receive such letters. One agency printed up its own 
medical magazine which contained, smack on its front 
page, an editorial article praising their concern. This 
brought many accounts from physicians who were thus 
“taken in.” 

Occasionally even embezzlement and theft are used to 
secure accounts. For example, one overaggressive solicitor 
represented himself as “state inspector” in order to get 
access to the books of merchants and surreptitiously copy 
down the names. Another solicitor watched the obituary 
notices in newspapers of the towns through which he 
traveled. He contacted the widow in the guise of a buyer 
offering to purchase her fixtures. Once he has gained her 
acquaintance, he “tips” her off to a “remarkable” collec- 
tion concern who, so he “has heard,” has performed 
wonders in collecting the delinquent accounts of other 
merchants in similar lines of business. In this way, he 
gets the accounts indirectly. 

A characteristic of this form of collection agency is 
that it will not solicit accounts from the larger type of 
concerns who may possess resources to drag the matter 
through courts and embarrass the agency. ‘They select 
comparatively small concerns, located in towns from 
8,000 to 300,000 population, who haven’t the where- 
withal to maintain court proceedings. 


Rural Communities 


The agency usually selects rural and industrial com- 
munities. The former, because the farmer is ordinarily 
unfamiliar with legal routine and can be bludgeoned into 
payment by the threat of “court action.” Since he re- 
sides in a small community he is afraid of adverse pub- 
licity. The same holds true of debtors in industrial com- 
munities with the additional “advantage” that these peo- 
ple are usually employed by the town’s big factory and 
stand to lose their job if the employer is contacted. 

Hence, the tone of the collection letter emphasizes 
“employer contact,” and “garnishment,” and “adverse 
publicity.” / 

The above examples indicate that the main effect of 
these unscrupulous agencies is to antagonize debtors, ruin 
the merchant’s business and generally make him despised 
in town. . 


Some Services Valuable 


It is well, however, to distinguish this type of agency 
from the countless collection and adjustment agencies 
which actually render a valuable and needed service to 
both merchants and professional people. Almost with- 
out exception, however, the reliable firms confine them- 
selves to a specific territory within which they can easily 
make personal contact. In other words, they are located 
close-by to the client. The agencies with which this arti- 
cle deals are usually located several hundred miles away 
from the client, situated in a single (and comparatively 
small) office in one city, and, nevertheless, promise “tact- 
ful, personalized” contact. 

The administrative force of the long-distance collec- 
tion agency consists of a group of young clerk correspond- 
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ents who negotiate with the debtor through a system of 
form letters and form paragraphs. For example, if the 
debtor writes in and complains that he can’t pay because 
of sickness in his family, form letter “OR” may be sent 
out, which states something like this: “We don’t give a 
hang about your condition!” ‘What about your store- 
keeper? Isn’t he also to be sympathized with? Think 
how he needs the money, etc.” 


Form Letters 


If the debtor can’t pay in full, form letter “LW” may 
be sent out, stating that they will accept substantial in- 
stallments, but in case of delay court proceedings would 
be instituted. 

If the debtor states, categorically, that he won’t pay, 
then a “CA” letter may be sent out, stating that Justice 
Court proceedings will be launched in five days (and it 
never is). 

At first a series of five form letters are automatically 
sent out. These include an introductory curt form, a 
letter from the “chief adjuster,” who explains that he is 
interceding in behalf of the debtor and wants to warn 
him man-to-man of the dire consequences he is inviting. 
Finally, a letter from the firm’s attorney (also a form) 
is sent out, threatening legal action and property seizure. 
If these are unavailing then a final letter is sent out, of- 
fering 50% reduction if payment is made in 10 days. The 
agency becomes benevolent with the client’s money! 


Debtor Dropped 


If still no response then the debtor is dropped entirely. 
However, if there is any response at all, even a mourn- 
ful letter explaining the debtor is impoverished, then a 
series of strong, stern, threatening letters are unleashed 
upon the debtor. The fact that he replied at all labels 
him as a “likely prospect.” . 

How do these agencies manage to exist and prosper 
despite laws? First of all, because they have clever at- 
torneys who word contracts within the technicalities of 
the law. For example, the State of Pennsylvania re- 
cently aimed a law against collection concerns by for- 
bidding “assignments” of accounts; the clause was 
changed to “attorneys-in-fact,” which gave the agency 
similar powers. 

A subterfuge is also resorted to, enabling agencies to 
contact the same concern year after year and swindle him 
successively. After operating under one name for about 
a year and after this name has become “hot,” the agency 
assumes another name and then goes about to solicit ac- 
counts from the same dealer—sympathizing with him on 
the “tough break” he received from the other agency. 

“But,” they will reassure him, ‘‘don’t assume that all 
agencies are that way. Our concern is DIFFERENT... .” 


=2er 
Watch for the Railroad Folder 
The Burlington, Denver & Rio Grande, and Western 


Pacific have prepared an attractive folder showing the 
route of the Convention Special Train and containing 
schedules, rates and full information about the trip to the 
National Convention. 

This folder is being mailed to all members except those 
in the states of Arizona, California, Idaho, Montana, 
Nevada, Oregon and Washington. Watch for your copy! 
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“For a Number of Years... 


We Found This Sticker Effective” 





MEW YORE Orrice CALE acomees 


1), aap evmcer mOCHROMN 


Secchichild Nohng bo. 


a oe October 12, 1938 


National Retail Credit Association 
1218 Olive Street 
St. Louis, Missouri 


Gentlemen: 


Please send us one thousand (1,000) of the small 
old sticker that starts with "Just to Remind You." 


We might add at this time, that we have been 
using this sticker for a number of years, and 
find it very effective. 


Very truly yours, 
HOCHSCHILD, KOHN & OO. 


E. A Epstein 











Here Is the Sticker 
Mentioned In 


Mr. Epstein’s Letter 


Kemind You-- 


It is one of the old chat thi t 
. : ‘ a is accoun 
Standard” _ we of has probably been 
stickers which we had overlooked and 


discontinued. we'll appreciate 
your rémittance. 

! 

But our members Thank You! 











wouldn’t let us dis- 
continue them! 





And Here Is 
the Other 
“Stand-By” 


There has been such 
a steady demand for 
these two stickers that 
we had to revive them 
and stock them because 
they are so successful. 
Price, $2.00 per 1000. 


National Retail 
Credit Association 
1218 Olive —St. Louis 





Please / 


NOW that we've 
reminded you, 


won’t you send 
us a check— 
please? 
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ese CREDIT CLINIC 


... A “give-and-take” page, wherein readers 
may ask—and answer—questions about their 
credit and collection problems and solve them 
in the laboratory of practical experience... 
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Procedure in Handling “Add-Ons” On Installment Accounts 


THE Prosiem: “Our auditors have recom- 
mended a change in the manner of evaluating our 
Deferred Payment Accounts. 

“Tf an installment account were opened for one 
particular purchase and fully liquidated without the 
addition of other merchandise, it would then be a 
comparatively simple matter to arrive at an under- 
standable conclusion with respect to its liquidity. 
Since, however, our customers make purchases more 
or less frequently, adding them to the account al- 
ready established for their convenience (which we 
prefer to do for better control ), it becomes virtually 
impossible to analyze their worth with any degree 
of simplicity. 

“We are, therefore, anxious to secure a ‘yard 
stick, so to speak, by which we can gauge the value 
of our installment accounts.” 


UR Research Division requested the infor- 
mation from 22 member stores. From the 
replies received, we have chosen for repro- 

duction the letter and procedure of the T. Eaton 
Company, Limited, Toronto, Canada, because it 
covers the subject so completely. It follows: 


A substantial part of our business consists of additions 
to open accounts. We require the existing accounts to be 
up to date before the additions are accepted, although rea- 
sonable exceptions are made in the case of petty current 
arrears. 

The Company operates three stores in the City, each 
of which has a Deferred Payment Office. The records 
are kept in one place and authorizations are frequently 
made by telephone. It is not convenient to arrange re- 
vised monthly payments on the whole account at the same 
time the add-on is made, so each agreement is separate in 
itself. Monthly payments called for by the add-on con- 
tract are combined at the Main Office, with payments due 
on the prior purchase. 

You will note by the National Cash Register ledger 
card (Figure 1, next page) that we provide four spaces 
for revised monthly payments. Figure 2 shows a sample 
of the statement which is sent to the customer. In the 
illustration, monthly payments on the original purchase 
were $3.63, and those on the add-on were $2.33. For the 
first six months the combined amounts work out to $5.99, 
but this is raised to $6.00, as we find that customers do not 
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object if we vary the amounts slightly in order to make 
the revised monthly payments in even amounts. 

The above procedure is necessary in our case because so 
many agreements must be prepared at Branch Offices 
where ledger cards are not available. The detailed figures 
on the ledger card assist us in taking off our sixty-day ar- 
rears list, which is done every eight weeks. 

You will note (by the sample sheet shown in Figure 3) 
that on sixty-day accounts we list the portion which is 
sixty days or more overdue in column 3, and in column 4, 
the total amount overdue. In column 6 “date of last pay- 
ment,” we use the figures 1 to 12 to represent the months 
January to December. Columns 7 to 9 are used by the 
Collection Manager or delinquent clerks after the list is 


taken off. 











What’s Your Problem? 


You are invited to make this page your page 
—for the solution of any problems of credit 
practice or procedure which may confront you. 

Or if you have a special problem on which 
you wish private information, our Research 
Division will gladly make a special “confiden- 
tial” study for you, obtaining the desired infor- 
mation from reliable sources. 











We watch the percentage in number of sixty-day ac- 
counts to total open accounts; also total of sixty-day ar- 
rears to receivables. Provided these percentages compare 
favorably with figures for preceding years, we feel that 
they are all we require for purposes of control. The Col 
lection Manager can spot accounts which are getting out 
of hand quite easily from the overdue list by watching 
columns 3 to 7 inclusive. 

Our accounts are inspected quarterly by someone not 
directly connected with the Collection Department, and 
all doubtful items are transferred to bad and doubtful 
ledger, where they receive special attention. This removes 
them from our Receivables before they get too old. We 
dispense with any classification of arrears other than the 
Sixty-Days Overdue List. For balance sheet purposes we 
have no hesitation in certifying to the management that 
our Receivables are properly valued. 

“Der 

Convention Delegates: Please note (from the Conven- 
tion Committees’ Supplement in this issue) that the Con- 
vention will start Monday, June 1@, instead of the 20th 
as previously announced. Group meetings will be held 
on Monday afternoon, June 10. 
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Mr. John Dose, 
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Dear Sir or Madam,— 
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_ pn your Budget Plan Account :— 





Following is a revised list of the monthly amounts owing 
















OO ee See 
February 1038 shupdinoscoese 81.0.0 
ES EEE 8.0.2 
OD ceckieacovassntbonsecte 9.0.9 
BP ccccccesccessoedpbececes 61.0.2 
PEF cccccecvcccovccchoocccosed 6}.0..Q 
EE cin cicinsectbeome 2).5.0 
September...........]j-seeeees 2).5.0 
October . | Sooo 2|.5.Q 
November Heeeee-+- Ll 4.4 
December . | poccenccedbosess 
Total ’ oe 9.4. 




















The monthly payments may differ slightly from those provided in your nareomente 
For your convenience odd cents been and any required has 
been made In final payment. 











We trust you will find this in order. 






Yours truly, 






“T. EATON Cz... 
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Credit News Flashes-- 


Personal and Otherwise 


Fred Smith Made Director of The Fair 


Fred A. Smith, Attorney and General Credit Manager 
for The Fair, Chicago department store, was elected a 
director of that store at the annual meeting of the stock- 
holders, April 25. He will be an addition to the Board, 

increasing the number of direc- 
tors to seven. 

For several years prior to his 
coming to The Fair, he was 
Attorney and Assistant to Oscar 
Greenwald, Vice-President and 
General Manager of one of 
Gimbel Brothers’ stores. 

Forty-seven years of age, he 
is a member of the IIlinois and 
Wisconsin State Bars and in 
1932 was admitted to practice 
in the United States Supreme 
Court. 

* aa * 
Jennie Connolly Resigns from Mark Cross Co. 


Miss Jennie C. Connolly, who has been with the Mark 
Cross Company, New York City, for the past 22 years, 
has resigned from the position of Credit Manager, a 
position she has held for many years. 

President of the Credit Women’s Breakfast Club of 
New York City, she has been active in the affairs of the 
New York local association. 

Miss Josephine Sheridan, who has been Miss Con- 
nolly’s assistant, has been named to succeed her as Credit 
Manager. 





Fred A. Smith 


* * 


Springfield (Mass.) Uses National Posters 


We quote from a letter from George B. Allan, Secre- 
tary of the Retail Credit Association of Springfield, Inc., 
Springfield, Mass. 


with Credit 
, can Buy it. w 
Pay Bills Promptly 


RETA CRO A ASSOCIATION + SPRINGFIELD. inc 





“The photograph shows one of the five billboards on 
which we are displaying the ‘Pay Bills Promptly’ posters 
of the National Association for a 60-day period. Strategi- 
cally located, they have aroused a great deal of favorable 
comment, including mention in the local newspapers. It 
is claimed that at least 82,000 people actually see these 
posters every day.” 
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Wichita Credit Women Elect 


Miss Norma Hickman of the Geo. Innes Company, 
Wichita, Kan., was installed as President of the Wichita 
Credit Women’s Breakfast Club at a dinner meeting held 
April 12. The other officers and directors who will serve 
with Miss Hickman are: 

Dorothy Booth, Grit Print- 
ing Co., Vice-President; Al- 
berta Hoff, Wheeler Kelly 
Hagny Co., Secretary; and Mae 
Medley, Spines Clothing Co., 
Treasurer. Directors: Hazel 
North; Pauline Stevens; Mil- 
dred Parker; Vada Bulmer; 
and Lillie Neill. Mrs. Martha 
Jo Springgate of Arkansas City, 
State President, installed the of- 
ficers. 

The Wichita Club, which has 
just completed a very success- 
ful first year, is. affiliated with 
the Credit Women’s Breakfast Clubs of North America. 





Norma Hickman 





Daniel J. Hannefin 
This issue was temporarily held up to announce 
the sudden passing, on Thursday morning, May 4, 
of Daniel J. Hannefin, Managing Editor of The 


CrEDIT WorLD. 
Details in June issue. 





McGee of Eaton’s (Toronto) Dies 

Colonel Harry McGee, 77, senior Vice-President of the 
T. Eaton Co., Ltd., Toronto, died April 10. He was 
born in Tipperary, Ireland, in 1861, and came to Canada 
in 1882 after having served his apprenticeship in Ireland. 

His first employment in Canada was with Petley & 
Petley of Toronto. In August of 1883, he went to work 
for the Eaton Company as a $6-a-week clerk. In Febru- 
ary, 1893, he was appointed a director of that firm and 
in 1907 became Second Vice-President. In April, 1922, 
he was made Vice-President. 

At the outbreak of the War he was one of those who 
helped to organize the Irish Regiment in Toronto and be- 
came an officer. At the time of his death he held the rank 
of Honorary Colonel of the Irish Regiment of Canada. 
He retired from active work in the Eaton service three 
years ago. 

“D6” 


Special Notice--Silver Jubilee Club Members 
All members of the Silver Jubilee Club attending the 


Convention are requested to arrange to attend a luncheon 
and business meeting, Thursday, June 22. 
We will appreciate messages from all members of the 
Silver Jubilee Club unable to attend the annual meeting. 
—A. B. BuckerincE, President. 
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Districts Three and Four Elect 

The results of the elections of Districts Three and 
Four, held at their Joint Conference at Jacksonville, Fla., 
April 16-19 follow: 

Third District: President, M. G. Phillips, Kohn- 
Furchgott Co., Jacksonville, Fla.; Vice-President, G. N. 
Crutchfield, Maas Bros. Inc., Tampa, Fla.; and Secre- 
tary-T reasurer, Hoke S. Wilkinson, Merchants Credit 
Association, Columbus, Ga. Directors, George Keen, 
Columbus, Ga. ; Clinton Wallis, Tampa, Fla. ; C. L. Gar- 
rett, Charlotte, N. C.; Tom McGee, Spartanburg, S. C.; 
R. L. Daniels, St. Petersburg, Fla. ; and John W. Bridges, 
Savannah, Ga. National Director, H. H. Fettes, Sears, 
Roebuck & Company, Atlanta, Ga. Alternate National 
Director, J. J. Tibbs, Cohen Bros., Jacksonville, Fla. 

Fourth District: President, Miss Marion O. Brooks, 
Belisle’s, Inc., Baton Rouge, La.; Vice-President, J. J. 
Valentine, J. Goldsmith & Sons Co., Memphis, Tenn. ; 
and Secretary-Treasurer, Robert Burns, Pizitz Dry 
Goods Co., Birmingham, Ala. Directors: T. A. Nickel, 
Birmingham, Ala.; Louis Rothenberg, Meridian, Miss. ; 
B. Y. Cooper, Montgomery, Ala. ; Miss Nola Cook, Hat- 
tiesburg, Miss.; W. E. Wilkerson, Nashville, Tenn. ; and 
Stanley Kemp, New Orleans, La. National Director: 
John Mason, Morgan Plan Company, Mobile, Ala. Al- 
ternate National Director, Stanley Kemp, New Orleans 
Public Service, New Orleans, La. 

“Gr 
A Word From the Registration Committee 


San Francisco will be host to many conventions and 
tourists during June—the month of our National Conven- 
tion. Notwithstanding this, the Hotel Reservation Com- 
mittee has received pledges from the hotels listed that ade- 
quate accommodations will be ready for our delegates— 
provided registrations are made in advance! 

If you have not already registered for the San Fran- 
cisco Convention, fill out the registration form below and 
mail it NOW! Note thereon the accommodations de- 


Don’t Name 
Desay |... 


[) Will Be Alone 


* 
Note Here Others Who Will Accompany You. . 
Will Arrive (exact date) 

eg- 
EE Er ee rr re 
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REGISTRATION CARD—‘‘GOLDEN GATE’’ NATIONAL CONVENTION 


National Retail Credit Association—Associated Credit Bureaus of America 
San Francisco, California, June 19-23, 1939 


[] Will Be Accompanied by Wife 


REGISTRATION FEE—Delegates $10.00; Wives and Guests $5.00 each (Includes Entertainment and Banquet). 


To Serve You Better—Please answer each question completely. Mail card, with Registration Fee if you 
wish, to C. J. BENSON, 15 STOCKTON STREET, SAN FRANCISCO, CALIF. 


sired and the hotel—also when you will arrive. This is 
very important information for the hotels. 

Accommodations at the Palace Hotel have been prac- 
tically absorbed. We recommend the selection of one of 
the other hotels, all of which are first class and near 
the Palace. 


Single Double (Per Day) Suites 

Hotel (Per Day) (Dbl. Bed) (Twin Beds) (Per Day) 
St. Francis $4.-8. $6.-10. $7.-12. $14.-16. 
Sir Francis Drake 4.-7. 6.-9. 7.-10. 14.-20. 
Bellevue 5.00 6.00 10.00 
Drake-Wilshire 6.00 7.00 
El Cortez 3.50-4. 4.-5. 5.-6. 10.-12. 
Manx 3.50 5.00 6.00 
Stewart 3.-3.50 4.50-5. 5.-6. 7.50-10. 

er 


Death of Guy Ferguson 

C. Guy Ferguson, Secretary-Manager of The Credit 
Bureau, Inc., Pittsburgh, Pa., died in a Pittsburgh hos- 
pital of a heart attack Friday evening, April 7. He was 
President of the National Consumer Credit Reporting 
Corporation, a former director of the Associated Credit 
Bureaus of America, Inc., and an ardent friend and 
booster of the National Association. 

Affable and a good mixer, he was beloved of all who 
knew him and will be missed by his numerous friends 
throughout the country. His widow, two sons and three 
daughters survive him. Our condolences go out to them. 

“Der 
San Francisco Convention Begins June 19-- 


On my visit to San Francisco during the latter part of 
August, I arranged with the Convention Committee for 
Group Meetings starting Monday afternoon, June 19, to 
offset the loss of Wednesday afternoon which will be de- 
voted to a tour of the Golden Gate Exposition. 

Since the Wednesday morning session of the Conven- 
tion will be held on Treasure Island, we decided to make 
Wednesday afternoon “free time” to afford delegates an 
opportunity to properly view the Fair.—L. S$. Crowper. 


Detach Here SS 2 SSSR SS SS ee ee 


Leave Blank 











. Children 


A. M. 


LJ [] Auto 
[] P. M. 


by = Rail 


Depart 


(1) Have Made Reservation 
(] Make Reservation (single or double).... 
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EE the big red letters on the ledger page, “N. M. 

C.”” Read the name, Mr. Credit Man. It is John 

Doe with a hard, hurried, impatient line drawn 
through the address, or there is a sharp notation, “mail 
returned 1-22-39.” Perhaps a “skip flag” could be used 
to further catch the credit appraiser’s eye. 

As you plow through the ledger pages, you muse, “N. 
M. C., oh, yes, no more credit. Why? How many such 
accounts on our books? Js there a way out?” 

Every year, in every city, many thousands of debtors 
are cut down in the ever-changing commercial traffic 
lanes. Numerous ones are literally killed—unable to buy 
merchandise from the local reputable merchants where 
good prices, service, material and credit mesh like the 
cogs in the transmission of a 1939 model machine. Many 
are injured in the vicinity of the pocketbook, the seat of 
good community credit character; the “N. M. C.” may 
strike where and when it hurts the most. 

“Trreparable damage” may result to an injured credi- 
tor’s family and it may take considerable time to repair 
the damage. Time may alter the “slow” debtor’s stand- 
ing, wipe the slate clean and restore him to a “prompt” 
or regular 30-day charge position. 

Why? Circumstances such as unemployment, illness, 
loss of business, poor professional collections, riots, wars, 
change in political administrations, criminal acts, law- 
suits, etc., may change a debtor’s credit standing in dou- 
ble-quick time. Acts of God, as death, floods and hur- 
ricanes, may change credit cards quicker. The great ma- 
jority of folks are honest and will pay their bills. Cir- 
cumstances, however, will force the credit manager’s hand 
to use the “N. M. C.” stamp. 

Why again? Carelessness, extravagance and a desire 
to outbuy the neighbors may cause a debtor to lose sight 
of his or her income and overbuy. Some have champagne 
appetites on beer incomes and can never make the rapids. 

Some folks live in tomorrow’s sunshine making it con- 
siderably harder to collect a delinquent or rapidly de- 
teriorating account and even harder to pay. They wait 
till they have the money to pay in full instead of show- 
ing good faith by paying on the account. Many mer- 
chants are most happy to receive small regular payments 
because they denote a bona fide debtor and keep the ac- 
count alive or active. Too many delinquents are not edu- 

. cated to this fact. 

Numerous ones become ashamed or self-conscious be- 
cause of their inability to pay and do not have the cour- 
age to write the creditor a letter or call on the phone, but 
they will come to the store and buy for cash—sometimes 
all their needs. Frequent contacts between debtor and 
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“NN M C 99 ites 
Three Tragic Letters! 


By ETHAN ALLEN 
Investigator-Collector, The Union Company, Columbus, Ohio 


creditor are necessary in the credit business and both 
should be aware of this fact through store policies and 
public education. 


The “N. M. C.’s” on your books may vary, Mr. 
Credit Man, with the store policies, community circum- 
stances, number and per cent of installment or budget 
accounts, controlling interests, store personnel, etc. Your 
store may be tight or loose on credits, or medium in 
credit policies. Some stores seek laborers, “reliefites,” 
W.P.A. workers, colored workers and those in the lower 
income groups. Others cater to the higher incomes. 

Many angle for the great middle class—professionals, 
small business men, farmers and skilled workmen. And 
credit extension follows the group. In any event, make a 
survey of your accounts with relation to credit, group, 
occupation, etc.; with special emphasis on the number and 
percentage of the “N. M. C.’s.” The latter may prove 
to be a sizable cut in the annual profit melon. 

The credit office workers may in their haste—as dur- 
ing the Christmas rush—neglect to “size up” sufficiently 
the credit applicant; to get enough pertinent information 
on the application card; to properly analyze the local 
credit bureau report; to overlook the red flags literally 
waving at the “charge-phone girls’ as they hurriedly 
glance at the authorization boards. All this brings out 
the “N. M. C.” stamp. 

A way out? Yes, but it would take reams of paper 
and much “sleeve-rolling-up.” There is only space here 
to take up one phase of this knotty problem and personal 
experience, of course, must enter. Neglect in promptly 
following up a removal or a “skip” needlessly ties up 
capital in one store and may affect others in the com- 
munity. 2 

It is not an easy task to locate those who have “moved 
to parts unknown”—those with such postal scrawls on 
the envelopes as, “no such street” or “no such number” or 
“unknown.” In fact, it may require considerable pa- 
tience, resourcefulness and work or investigations. Many 
“N. M. C.’s” and “skips” move out in the middle of the 
night and throw out smoke screens in the new neigh- 
borhood. 

They may falsify to the neighbors the same as they 
did to their creditors when they applied for credit or 
attempted to evade the day of reckoning—even to the 
collectors. ‘They see no harm in changing their names, 
place of employment, marital status, income and true 
location of their friends, relatives and references. “Why 
tell all?” 


If the “wolves” press them too closely, they simply 
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abandon their furniture and tell the neighbors that they 
are going on a vacation to New York or Los Angeles. 
A goodly number serenely walk into the Federal Court 
(Bankruptcy Division) and wipe the slate clean with 
dirty hands! 

How can the creditors locate these “N. M. C.’s” or 
“skips”? The store investigator must study the account 
and the application card, also the local directories—past 
and present—for clues. At times, the desired information 
may be obtained by calling the local large, efficient and 
well-equipped credit-inspection bureaus. 

However, such debtors may not be listed because of 
their newness, or because of frequent removals. The 
credit sleuth may call the last phone number or those in 
the immediate neighborhood and save time and expense 
occasionally. The office may send a telegram or a plain 
registered letter with return receipt requested. 

Your next move on this credit checker board is this: 
Get out in the open—to the last place of residence—ex- 
haust it and backtrail. Neighbors may prove to be good 
or bad sources of information. For example: the gossip 
may confuse the trail and the friend may purposely cover 
up the tire tread marks. Some with inferiority complexes 
may refuse to answer the persistent doorbell or collector. 
Others will lighten the path to success. 

Other sources are the neighborhood school children, 
newspaper boys, and the retail bread, milk and ice sales- 
men. Also the industrial or weekly insurance debit col- 
lectors. At times the investigator must resort to sub- 
terfuges such as selling real estate, insurance and brushes. 
Perhaps you are seeking the “skip” for employment, to 
pay a claim, to deliver a package or a telegram. 

References—friends, relatives, employers, “open” and 
“closed accounts” may be helpful. Many times they 
prove to be “duds.” Some employers may refuse all ouit- 
side information. ‘Dead-end”’ streets! 

Sources? Review the city and county records. The 
investigator may consult police records, Municipal, Com- 
mon Pleas, Probate and Domestic Court records, license 
and vital statistics bureaus. Why? Addresses, character 
and credit standing, age, occupation, marital situation, 
lawsuits, birth, death and estates information. Also view 
the county real estate and chattel mortgage records. Don’t 
forget the newspapers, an ever-present source of accidents, 
politics, divorces and society news. 

There is always an element of danger, pathos, humor, 
mystery and human interest in this amateur detecting. 
“Skips” may be “Gone with the Wind,’ but not your 
honest efforts. 


~ Er 


Postage Savings in Collection Work 
(Continued from page 15.) 

It must be remembered that when Uncle Sam gives you 
a reduction in postage he is getting something in return, 
and in this case, it is simplification of handling. If you 
are simplifying it for Uncle Sam, you are simplifying your 
own method of operation and there again is another big 
saving for you. 

By studying your credit and billing operation, there are 
many other letters such as “Will Call,” C.O.D., etc., 
where this saving can also be made, but in any event the 
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above shows that by making your follow-up plans method- 
ical you are also cutting a former bill of $1,920 down to 
$500, plus the simple efficient operation that goes with it. 
~6r 
Responsibilities of the Credit Department 
(Continued from page 10.) 

and a goodly number of these bills have to do with 
credit and installment selling, so by thinking properly 
we can demand proper legislation. 

I do not think I could better emphasize your respon- 


sibilities than by quoting the Code of Ethics of our own 
National Retail Credit Association : 


“1. To encourage the broadest use of consumer credit 
consistent with sound business principles and the 
welfare of the community. 

“2. To protect the interests of credit granters and cus- 
tomers alike by obtaining credit reports on all ap- 
plicants for credit, by reporting to the credit bureau 
unsatisfactory credit experiences and by declining to 
sanction unsafe credit risks. 

“3. To educate the public in the proper use of credit, 
as a relation of mutual trust, and to the value of 
establishing and maintaining good credit records. 

“4. To counsel and protect customers against the tragedy 
of going into debt beyond their ability to pay; to 
safeguard their credit standing by requiring pay- 
ments according to agreement. 

“5. To cooperate wholeheartedly with other credit 
granters in matters of credit policies and credit 
terms affecting the business welfare of the com- 
munity and the public good.” 

“Der 


Are You Going to Join Our Convention 
Special? 
If you are, please let the National Office know whether 
you will join at Chicago, Omaha, Denver, or en route so 


we can arrange sufficient Pullman accommodations at the 
different points. 


Have You Tried the New 
Collection Sticker? 


Here is the new 
sticker which has been 
added to our Standard 
Series. It can be used 
effectively as a state- 
ment or letter sticker. 
Because of its message, 
it lends itself also to 
the use of hospitals, 
dentists and physicians, 








J 


The 10th 
of the Month 


Is the Merchants’ and 
Professional Men’s 


Pay Day! 


Paying bills prompt- 
ly maintains a good 
credit record. 


Printed in one color, 
royal blue, on white 
gummed paper. The 
price is $2.00 a thou- 
sand. 


Order from the National Retail Credit Association, 
1218 Olive Street, St. Louis, Mo. 
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| —when you say, “Charge It’’— 

' is a mark of trust—confidence , 

' that you will pay promptly. } 
' 

| ‘This account is overdue. Remit | 

now, please, and— ' 
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Keep Your Credit ‘‘O.K.’’ 


Credit 
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Treat Your Credit 
As a Sacred Trust! 





Credit is faith—confidence in 
your agreement to pay accord- 


ing to terms, 
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This new series of “Standard” 
collection stickers combines all the 
good points of the old series, 
which members used to the ex- 
tent of a million a year, with 
newness: New copy, new layout, 
new color in the gummed paper. 

Five in the series, exact size as 
shown by dotted lines (upper half 
of this page). Attractively printed 
in contrasting color on buff-col- 
ored gummed paper. 

Prices, 1,000 of any one sticker, 
$2.00; 1,000 assorted, $2.50; 500 as- 
sorted, $1.50. When ordering “as- 
sortments” please specify “New 
Standard” Stickers. 


1. New Standard Series 











Prompt Payment 


—is as necessary to the mer- 
chant and professional man as 
prompt service is to you! 


You are their paymaster. Pay 
according to agreement and 


—Two Types of “National” Collection Stickers— 











Don’t Break 
the Magic Circle! 
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' 
Credit is the magic circle of ; 
business. When you pay your : 
creditors——they can pay theirs ' 
and so on, around the circle, | 
until it comes back to you! : 
‘ 

' 

' 

! 
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Credit Is Confidence— 
Safeguard It! 
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Past Due 





Don’t let this past due account 
mar your credit record. Pay it 
now—and keep your credit rec- 
ord clear! 


' 
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' 
Prompt Payments Build Good |} 
Credit! ' 
' 

! 
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tors and Justify Their Trust! Protect Your Credit. 
' 
National TREAT YOUR CREDIT Credit National TREAT YOUR CREDIT Credit ' National ‘TREAT YOUR CREDIT Credit 
Retail sacate “aust | Association Retail sacete “raust | Association ' etail sacnto ‘trust | Association 
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2. The “Gold” Series 
' 
An outstanding series—rich and A 
| “Good Credit— dignified looking: Printed in royal Keep Your Credit 


is worth more than all the 
gold mines in the world,’’ 
said Webster. 


Prompt Payment Builds 


Good Credit—‘W orth 
More Than Gold” 











A Friendly 
Reminder! 


' 

' 

' 

| As this account is overdue, 
' your remittance will be 
| greatly appreciated. 

: Prompt Payment Builds 
Good Credit—“Worth 
| More Than Gold” 
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blue, on special gold paper. Five 
in series (shown on lower half of 
this page). Actual size, 134” x2”. 
(Dotted lines are not part of stick- 
ers but are only “size indicators.” 


PRICE, $3.00 PER THOUSAND 


Order Either Series from Your 
Credit Bureau or—National Retail 
Credit Association, Fourth Floor, 
1218 Olive St., St. Louis. 


P.S. All Canadian orders are 
shipped from our Canadian stock. 











Now—Please? 


We know how easy it is to 
forget. Won't you send it 
now—please—while you have 
it in mind? 

Prompt Payments Build 
Good Credit—“Worth 
More Than Gold” 


© 1934 W.R.C.A, 
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As“Good AsGold”! ! 


Prompt payment of accounts, 
according to terms, will build 
a priceless credit record— 


“Worth More Than Gold” 
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Past Due! 


Prompt payment of this ac- 
count is necessary to protect 
your credit record, 


Safeguard Your Credit— 
Its “Worth More Than 


Gold”! 
© 1934 N.R.C.A, 
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The Greatest Improvement in Typewriter 
History. . . One of the Reasons for the 
Sweeping Success of the New Royal 


Besides MAGIC Margin, its numerous improve- 
ments include the new Time-Saver Top, which elim- 
inates ‘‘type-bar blur,” provides easy access for clean- 
ing type and changing ribbons; Finger-Tip Controls; 
and other unique Features of the Future! 

Already, thousands of executives and typists have ac- 
claimed the smooth, quiet, well-nigh effortless opera- 
tion of this wonderful writing machine, appropriately 
termed it—humanized typing. 

Give this Easy-Writing Royal THE DESK TEST. 
In your own office. . . . Compare the Work! 

* Trade Mark 
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NO FUSS! 

2 L / CK NO FRET! 
—IT’S SET! 

New! Revolutionary! No 
margin stops by hand 
automatically ! 


more setting of 
MAGIC Margin does it 
Exclusive with the New Royal 
Royai Typewriter Company, Inc., 2 Park Ave., New York City. World’s 
largest company devoted exclusively to the manufacture of typewriters. 
Factory: Hartford, Conn. 


Copyright, 1939, Royal Typewriter Company, Inc. 





MORE THAN EVER WORLD’S NO. 1 TYPEWRITER 





WELCOME 
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San Francisco! 


—_— @——_ 


27th Annual Convention 
National Retail Credit Association 


Associated Credit Bureaus of America, Inc. 


Credit Women’s Breakfast Clubs of North America, Inc. 
June 19, 20, 21, 22 and 23, 1939 


NJOY your San Francisco stay 

, to the utmost at the Palace 
Hotel, center of activities ... 

For your entertainment, luxurious 
dining and cocktail rooms. Danc- 
ing in the Rose Room Bowl 


nightly except Monday. 
* 


\t the end o the trail 
stands the Palace Hotel 


in San Francisco 


« 


The PALACE HOTEL 


CONVENTION HEADQUARTERS 
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YOU and YOUR FIRM... 
will make it 
Pay Dividends during the coming year 


Far more significant to the Retail Industry THAN ANY CON- 
VENTION in the past, the San Francisco Meeting will be a scientific 
study of the new problems which are changing the entire course of 


credit operation. 


Every man and woman in the credit profession will find the material 
studied here, and the informed analysis of our most puzzling prob- 
lems . . . by the country’s leading authorities . . . invaluable in facing 
their own new conditions during the coming year! Nothing that 
you can do this summer will pay you, and your firm, bigger divi- 


dends than the National Retail Credit Convention in San Francisco! 





DATE: June 19th to 23rd 
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een How Can You Reduce Losses Under the Chandler Act? Hor 
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Those men who have become national figures, through their important contributions to the credi 


A ceets new problems of today . . . will head the programs of this FOUR-DAY-CLINIC. All their latest 

a ylot® cade? be thoroughly analysed and studied in Group Conferences. Each of the Big Questions which are 

Pater enti" forecasted business conditions of the coming year, will find its practical, workable solution at the ¢ 
Co “ 


General Program Topics that will be the subject of Addresses ~ 
of outstanding speakers at the National Convention: 


1. Rehabilitation of the worthy consumer. 
2. Return merchandise. (What a California City Is Doing). 
3. Letters that TELL, SELL, and COLLECT. (An outstanding authority on LETTER- 


WRITING.) — 
4. (An up-to-the-minute address) By, Col. Robert A. Roos, Vice-President of the FOO 
N.R.D.G.A. ie 
5. Profits shot and Business Done for Fun! . oe 
5.-A. The BANKRUPTCY ACT AS IT APPLIES TO CONSUMERS. PET 
6. Cost of Credit Department Operation—OPEN and CONTRACT SALES. PRO 
Cliff House (The result of a recent survey). PUB 
and Seal Rocks 7. National Retail Credit Survey, by an outstanding speaker from Capitol Hill! SPEC 
8. Washington LEGISLATION Brought To Date. STA 
9. N.R.C.A.—27 years After! ASS 
SAN FRANCISCO KN 
While you're here . . . you'll see the Fair! You'll visit beau 
Tea Garden Golden Gate International Exposition . . . and see the newest 
yapanes* ate Park colorful, romantic setting of a man-made island, as impressiv 
Golden © of the meetings will actually be held in the Califomia Builc 
() 


Aon) RECREATIC 


Q { San Francisco with its gay places such as FISHERMAN’S WHARF, CHINATOWN, Tre 
yy) RESTAURANTS of EVERY NATION, GAY NITE CLUBS and PICTURESQUE 
A 7. and BEAUTIFUL SCENES UNSURPASSED! Ane 


An EVENING’S ENTERTAINMENT ABOARD the “YERBA BUENA”, Flagship 
of the KEY SYSTEM — A CRUISE AROUND SAN FRANCISCO BAY with 
MUSIC and ENTERTAINMENT EN ROUTE!! 


Lasaievie 
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NER MEANS PROFIT ! 


Act? How Will You Rehabilitate a Worthy Customer ? 


How Must You Change the Tenor of Collection Letters 
to Meet the New Conditions? 


WILL TELL US HOW TO MEET THESE NEW PROBLEMS MOST 
. . . AND MOST PROFITABLY! 


tributions to the credit fraternity in the past... and who have found practical methods of meeting the 
NIC. All their latest findings and newest research will be released during these meetings and will 
g Questions which are facing credit men under our new legislative and social condition, and under the 
cable solution at the Convention in San Francisco! 


esses 10. A DEBATE—(subject to be announced) by two outstanding teams representing 
two leading universities of California. 


GROUP CONFERENCES 
NATIONAL CONVENTION, 1939 


—_ = 
ETTER- BANKING and FINANCE. , 


TT DEPARTMENT STORES. S, 
FOOD GROUP, Dairies, Grocers, Meat Dealers, Ice and Fuel. ( a UV 
» FURNITURE, MUSICAL INSTRUMENTS, and APPLIANCES. sy KW (f= 
4 
LES. PROFESSIONAL, Doctors, Dentists, Hospitals. 


ee PUBLIC UTILITIES. 
tol Hill SPECIALTY, Mens-Womens Wear and Shoes. 
STATIONERS & PRINTERS. 


\ Two Great Bridges 
ASSOCIATED CREDIT BUREAUS OF AMERICA, INC., Reporting & Collection. 


JEWELERS. “ 
PETROLEUM GROUP. V = 
\\ Span San Francisco Bay 


NCISCO KNOWS HOW! 


‘air! You'll visit beautiful Treasure Island at the height of the 
..and see the newest wonders of the Pacific displayed in the 
de island, as impressive as San Francisco's two great bridges. One 
n the Califomia Building on Treasure Island. 


RECREATION 
TOWN, Tre rels 4 
a Treasure Island: P 


~~. 

~— An entire AFTERNOON and EVENING for viewing our MARVELOUS WORLD'S 
a 

AY we FAIR — INTERESTING EXHIBITS from the FOUR CORNERS OF THE 


WORLD! And the “"GAYWAY” — FORTY ACRES OF FUN!! SS 
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LIFORNIA 


One of the most spectacular, natural phenomena in the 
world, Yosemite National Park is within a few hours drive 


from San Francisco. 


The Monterey peninsula, with its rugged coastline, fantastic 
cypress trees, white sand and deep blue sea, the Del Monte 
Hotel, and atmosphere of the Conquistadors is the week-end 
playground of San Franciscans. 


The Mission trails dotting El Camino Real with old Spanish 
missions at the end of a days journey by horseback bring 


something of the old world to San Francisco’s environs. 


Giant Redwood Trees in colossal forests, rising majestically 
into the sky give an unmatched grandeur of the Northern 
California scenery. 


Lake Tahoe at the gate of Northern California, as you enter 
via the Overland Trail of the Pioneers, will give you your 
first breath-taking experience of the stature of the California 


scenic pattern. 


The State Capital at Sacramento, with historic Sutter’s Fort, 
near the sight of the Gold Discovery, en route to the Na- 


tional Retail Credit Convention in San Francisco. 




















